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Rough Proofs Controversy Rages 
Over Advertising 


A U.S. court of appeals sees no 
reason Why an advertiser shouldn't 
desc ibe his product as “perfect” or 
“gmazing.” To the FTC, this de- 
cision is perfectly amazing. 


. FF 


The National Automobile Show 
scheduled for next October has been 
canceled. Maybe by that time car 
owners will be compelled to sing to 
their old automobiles, “Believe me, 
if all those endearing young 
charms.” 

v v v 

Facts are a prerequisite for sell- 
ing, the NRDGA hears from 
authoritative sources. But some- 
times they are a heavy handicap to 
an enthusiastic copy writer. 

v v v 


“Nowadays,” remarks Harold 


Rosenberg apropos of the cigar- 
cigaret situation, ‘“a prospective 
borrower offers the banker his 
pack.” 


Along with the rest of his visible 
assets? 
v _ 


International Harvester, Maurice 
Swan recalls, used to use religious 
papers to reach farmers. But that 
was before the farmer, struggling 
with economic woes, turned his at- 
tention from religion to politics. 


a 


“Every Schick ad,” says Roy 
Johnson, “will shoot at the 3,000,000 
men who have birthdays monthly.” 

They are the unfortunates who 
always seem to age rapidly. 


7’ ¥ 


If there are 3,000,000 men in the 
country who have birthdays every 
month, some smart advertisers are 
going to start laying plans to cap- 
ture the lion’s share of the Me- 
thuselah market. 


+ @ F 


“Research has made us feel,” says 
C. L. Ostrom, of Morton’s Salt, 
“that it is difficult to get long copy 
properly read.” 

But isn’t this one advertiser who 
Ought to be able to pour it on? 


2 | 


Richard C. Borden told New Eng- 
land sales managers 21 reasons why 
salesmen fail. He might have 
summed it up very successfully in 
one: They didn’t get the order. 


, vv 


‘ith all these changes in maga- 
zine publication dates, an editor is 
ukely to wake up any morning now 
ind find that his St. Valentine’s 
appears On a book circulating 
in February. 

v v v 


Crosley, RCA and others are using 


dea promotions that involve use 
{ perfectly good fishing rods, groc- 
fries toys, ete. They hope they’ve 
eft room enough for their own 


7, ¥ 


_Th> only time you begin to doubt 
f€ nfallibility of your favorite 
adic commentator is when he in- 
Sts 


“en nothing short of portentious. 
v v v 

The main difference between the 

‘nk check we're getting ready to 

“ind ver to John Bull and the 

OU he gave us the last time is 

at curs won't bounce. 


Copy Cus. 


of Florida Fruits 


Results of Promotion to. 
Be Studied at Commit- 
tee Meeting | 


New York, Jan. 23.—Sorely dis- | 
appointed over low prices and ad- 
verse competitive conditions and 
seeking an outlet for the expression 
of their ire, some Florida citrus 
growers have singled out the indus- 
try’s current $1,000,000 advertising 
program as a whipping boy, it was 
disclosed here this week as rum- 
blings of a behind-the-scenes con- 
troversy rolled up the Atlantic) 
coast to reverberate in New York 
advertising circles. 

To many an aggressive agency in 
this and other cities reports from 
the Florida front apparently spelled 
an opportunity for new _ business, 
because as soon as the growers’ 


| squabble was brought into the open | 


lat recent developments have | 


the Florida Citrus Commission was 
virtually inundated with solicita- 
tions on the account. The situation 
became so disconcerting that Harry 
G. Ulmer, chairman of the com-| 
mission’s advertising committee, 
stepped forward with a forthright | 
declaration that “no change in ad- | 
vertising agency or consideration of | 
other advertising agencies is con- 
templated. The commission is very 
distinctly not in the market for so- 
licitations from other advertising 
agencies.” 


| 


Extend Factors Involved 


Mr. Ulmer also remarked that 
“the price situation on grapefruit is 
related to market and competitive 
conditions and is in no way the re- 
sult of the commission’s advertising 
program.” 

Arthur Kudner, 


the agency han- 
dling the account, has. directed 
Florida citrus advertising for the 
past three years. The agency’s con- 
tract expires in September, and is 
awarded on a year-to-year basis. 

As a result of growers’ com- 
plaints, the advertising committee 
has been instructed to present a re- 
port on “whether satisfactory re- 
sults are being obtained from the 
national advertising program,” at 
the next commission meeting sched- 
uled for Lakeland, Fla., on Jan. 30. 

The ball of criticism started roll- 
ing when Marvin Walker, manager 
of the Florida Citrus Producers 
Trade Association, asserted the di- 
rectors of his organization “are not 
satisfied with results of the com- 
mission’s advertising program.” He 
took issue specifically with “volume 
of sales, prices, distribution and 
Florida’s adverse competitive situa- 
tion.” 


Group Contributes Half 


The Walker group, which claims 
to contribute about half of the 
$1,000,000 advertising fund, is one 
of several participating units, rep- 

(Continued on Page 25) 
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SWAN SINGS SONG—BUT NOT ITS LAST 


Here is the full-page copy which will introduce Lever's Swan soap in a number 
of still unidentified Northeastern cities this week. 7 


Big Push for Swan 
Gets Under Way in 
Northeast Cities 


New York, Jan. 23. 
Brothers Company’s new all-pur- 
pose floating soap, will make its 
debut next week in Northeastern 
cities, supported by dramatic copy 
in newspapers, spot radio and out- 
door posters. Announcement copy 
in newspapers will be in full-page 
size. 

Swan will be promoted as “the 
first really new white floating soap 
since the gay nineties.”” Copy lists 
eight claims of superiority over 
other floating soaps, and offers buy- 
ers double their money back if not 
satisfied. 

Claims of superiority include: 1. 


-Swan, Lever 


Swan is a whiter soap as pure and 
mild as imported castile; 2. It pro- 
duces suds twice as fast as ordinary 
floating soaps; 3. Its lather is richer 
even in hard water; 4. Swan is 
harder and firmer, and hence will 
last longer; 5. It can be broken by 
hand into two cakes; 6. It “smells 
fresh as a daisy”; 7. Its texture is 
smoother, made so by a process sim- 
ilar to that used for finest toilet 
soaps; 8 Swan contains less mois- 
ture than other floating soaps. 

Continuing to maintain the air of 
secrecy which has surrounded the 
product during its pre-marketing 
state, neither Lever nor its Swan 
agency, Young & Rubicam, would 
reveal which Northeastern cities 
will be developed first. It is known 
that New York will be one of the 
markets in which advertising will 
break next week 


’ Last Minute News Flashes 


Woolworth Offers Delivery of $3 Purchases 


New York, Jan. 24. 


F. W. Woolworth Company has found tests of 


delivery on purchases of $3 and up so effective that it will adopt the 


policy nationally, it was reported here today 


delivery services are being used 


Thus far, independent 


Second Radio in Home 1941 Goal of G-E 


New York, Jan. 24. 


Keyed to the finding that 80 per cent of radio 


homes boast only one receiver, General Electric Company will devote 


its spring campaign to selling extra sets. 


Weekly insertions of quarter, 


half and full pages will appear in Life, Look and The Saturday Evening 


Post, starting Feb. 10. 


Maxon, Inc., 


is the agency 


Goodrich to Spend $600,000 for Tires 


New York, Jan. 24.—Setting 


1941 


passenger tire appropriations at 


$600,000, B. F. Goodrich Rubber Company will use 15 general magazines, 
350 newspapers and farm papers through Batten, Barton, Durstine & 


Osborn, beginning Feb. 22. 


Phil Handerson Joins Ferguson-Sherman 
Dearborn, Mich., Jan. 24.—Philip Handerson has been appointed ad- 


vertising 
Company. 


and sales 


promotion manager 
He resigned a similar post at B. F. Goodrich in October. 


of Ferguson-Sherman Mfg. 


Libbey-Owens-Ford Account to Fuller & Smith 

Toledo, Jan. 24.—G. P. MacNichol, Jr., vice-president in charge of | and uniform with those of the fed- 
sales, revealed this afternoon that Libbey-Owens-Ford Glass Company |eral food, drug and cosmetic act, 
has placed its account with Fuller & Smith & Ross, effective at once. 


Canners fo Ask 


Consumers for 
the Ideal Label 


National Survey to Be 
Made to Determine 


Preferences 
| 

Chicago, Jan. 21.—The general 
;sessions of the National Canners 
Association which ended today to 
permit group huddling, were singu- 
larly free from any discussions of 
labels. This regular order of busi- 
|;ness was taken over by the NCA 
board of directors, which decided 
tc conduct a national survey to de- 
termine public sentiment, if any, 
on the label question. Meanwhile, 
the usual comprehensive display of 
descriptive labels was in evidence, 
attesting the conviction of members 
that this form of information is 
jfar more illuminating than the 
grade labeling plan espoused by 
;}certain government bureaus. 

(In the meantime consumer 
groups and government organiza- 
tions laid plans for promotion of 
grade labels through local organiza- 
tions. Story on Page 2.) 

A spokesman for the association 
said that the consensus of mem- 
bers of the board is that consumers 
jhave been thoroughly confused by 
(the long” controversy "bétweer the 
canners and the government repre- 
sentatives; that most, if not all of 
| the studies made on the consumers’ 
;reaction to labeling have been in- 
spired; and that the time has come 
to learn, as accurately as possible, 
whether the consumer has any 
opinion of the various labeling 
methods employed. If none exists, 
the natural sequence would be to 
launch an advertising campaign, 
though at the moment, the canners 
are not thinking this far ahead. 

Big Name Sought 

The survey will be entrusted to 
one of the big name organizations 
so that the findings will be above 
suspicion. It will be national in 
scope and the findings, as indicated, 
will determine the future course of 
the association and its members. 
Whether Howard A. Orr, chairman 
of the labeling committee, will also 
arrange the survey, has not been 
definitely decided. It is probable, 
however, that a special survey com- 
mittee will be appointed. 

A spokesman for the association 
who traced the chronology of the 
labeling puzzle said that the gov- 
ernment’s grade labeling was con- 
ceived in the mind of one man, who 
has been able to sell others in the 
government service on it. The Food 
and Drug Administration, according 
to this version, has so little interest 
in any labeling plan that it may be 
said to be non-existent. It is con- 


cerned only with enforcement of 
the law. 
That the National Canners As- 


sociation is in possession of a tre- 
mendous store of knowledge is in- 
dicated by circulation at the con- 
vention of a manual containing, 
among other things, a summary 
table of labeling terms. This ex- 
plained for each product labeling 
terms required by the federal law, 
and additional descriptive terms 
recommended by the labeling com- 
mittee of the association. 

Among resolutions adopted today 
| by the NCA were one urging enact- 
ment of state food and drug laws 
which contain provisions similar to 


jand opposing legislation which im- 
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poses unnecessary additional local 
requirements, such as identification 
of the state in which packed, par- 
ticular container specifications, ex- 
pensive registration of brands and 
other 
interstate distribution of 
foods. 


Consumer Groups 
fo Push Grade 
Labels Locally 


(Picture on Page 31) 

New York, Jan. 23.—Having 
achieved an important victory in| 
lining up several of the nation’s 
leading food chains under the grade 
and informative labeling banner, 
organized consumer groups today 


canned 


indicated they intend to press for- | 
ward with the program by stimu- | 
lating consumer interest in the prac- | 


tical buying information being fur- 
nished by business. 

This new phase of the consumer 
program will resolve itself into hun- | 
dreds of localized consumer-retailer 


projects planned and directed by a | 


special joint committee represent- 


restrictions which hamper the | 


ing the three largest women’s or- 
ganizations and the federal govern- | 
ment. Members of the committee | 
are Harriet R. Howe, 
Home Economics Association; Saidie 
Orr Dunbar, General Federation of 
Women’s Clubs; Esther Cole Frank- 
lin, American Association of Uni- | 


versity Women; and Faith M. 
Williams, U. S. Department of 
Labor. 


Although, as reported in ADVER- 


TISING AGE Jan. 13, the food chains’ 


labeling activities will encompass 
virtually all canned fruits and 
vegetables, the fact-finding 
paign to be launched by the joint 
committee will be concentrated on 
peas, tomatoes, corn and peaches. 
Determination of the 
which consumers have accepted the 
new labels and their opinions of the 
value of the buying information 
pony red will be kept uppermost dur- 
ing the course of the investigation. 


| Will Start Shortly 


As outlined by the American 
Home Economics Association, the 
localized activities will be set up as 
/soon as possible by units of the 
three organizations mentioned. The 
cooperation of parent-teacher 
| groups and others will be solicited 
and “sponsoring committees” of 
about 25 members will be 


American | 


cam- | 


degree to| 


set up in| 


| each community. Chief objectives 
will be to determine whether grade 
‘labeled canned goods are available 
locally; to familiarize consumers 


|with government grades and with | 


ithe National Consumer - Retailer 
Council’s labeling recommenda- 
tions; and to promote their intro- 
| duction by retailers and their use 
by consumers 

Also involved 
|scope is an extensive educational 
campaign designed to acquaint con- 
sumers with governmental regula- 


in the program’s | 


tion in the food, drug and cosmetic | 
fields. Frequent reports will be 
made on shopping surveys, inter- 


| views with consumers and general 
labeling progress. 

Following the development of the 
programs of local groups, composite 
reports of the situation will be 
| framed on a national basis. 


Offers Fair Sales Bill 


Senator John M. Walker has in- 
troduced a fair sales bill in the 
Pennsylvania state senate, prohib- 
iting the resale at retail of mer- 
chandise at cost price or less. 


Margaret Macy Resigns 

Margaret Macy has resigned as 
director of advertising, display and 
publicity of Bergdorf Goodman 
Company, New York. 


The Houston Chronicle's 


during 1940 as shown by 


CHRONICLE 


6,619,387 Lines 


Media Records 


CHRONICLE 
8,750,313 Lines 


Post 
6,355,139 Lines 

Press 
3,975,414 Lines 


CHRONICLE 
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Post 


1,090,178 Lines Press 


689,917 Lines 


CHRONICLE 
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THE HOUSTON CHRONICLE 


Largest Daily Newspaper in 


R. W. McCARTHY 
National Advertising Manager 


Texas - Morning or Evening 


THE BRANHAM COMPANY 


National Representatives 


BEECH-NUT INVADES THE 


BIG CITY 


Stand by to collect your 
big bonus from Lorillard’s 
brand new BEECH-NUT 
Cigarettes! 

They’re King Size— 20% 


longer. A new and finer | and thrifty. 


) KING Ska Ee 


| LORILLARD’S | 


BEECH-NUT 


The Bonus Smoke for Thrifty Folk 


blend of really choice to- 
baccos. Yet they cost you 
less than ordinary size, 
popular price smokes. 


Try a pack—thrilling 


A BONUS FOR YOU 
IN EVERY PACK 


i 


Introductory copy for Lorillard's king size Beech-Nut, which has invaded New 
York with small space after a trial run in several smaller cities. 


Highest Court. 


Upholds FTC Ban 


on GM 6% Plan 


Washington, Jan. 23.—The United | 
States Supreme Court has refused to 
review a decision of the second cir- 
cuit court of appeals in New York 
upholding a Federal Trade Commis- 
sion order prohibiting advertising 
by General Motors of its GMAC 6 
per cent finance plan in the pur- 
chase of automobiles. 

The FTC charged that the adver- 
tising misled the purchasing public 
into believing that the rate was ap- 
plicable on unpaid balances. 

One point made by the lower 
court was that the GMAC was en- 
gaged in interstate commerce, thus 


Philip Morris 


Smashes at Smoke 


Which Irritates 


marked its advertising during re- 


coming within the purview of the | 


FTC, whereupon the commission's 
“cease and desist” 


Detroit Adcraft Club 


Announces Award Winner. 


The Pontiac Daily Press, Pontiac, 
Mich., and the West Side Courier, 
Detroit, were the respective winners 
of the daily 
in the annual competition sponsored 
by the Adcraft Club of Detroit for 
excellence in typographic design 
and layout of advertising executed 
in the publication’s own plant. The 
contest is open to members of the 
Michigan Press’ Association and 
plaques were awarded to the win- 
ners at the association’s annual din- 
ner at East Lansing, Mich., Jan. 23. 

The Detroit Times was given hon- 


| orable mention in the daily division 


| manager, 


and the Huron County Tribune and 
the Lapeer County Press were run- 
ners-up among the weeklies. Judges 
were Howard O. Ward, advertising 
Hudson Motor Company; 
Fred Morneau, advertising typog- 
rapher, and Leonard Simons, presi- 
dent, Simons-Michelson. 


Cort Starts Service 

Russell Cort, formerly a market- 
ing specialist in the Bureau of For- 
eign and Domestic Commerce, and 
connected with various publications 
and organizations in research ca- 
pacities, has organized Russell Cort 
Associates to specialize in New 
England market information. The 
service wMl be affiliated with East- 


ern Periodicals, Inc., 4 Park street, 
Boston, and will begin operation 
Feb. 1. 


order was upheld. | 


and weekly divisions | 


New York, Jan. 29.—Combining 
two of the chief themes that have 


cent years, Philip Morris & Co. this 


week launched a smashing 10-week 
campaign that will appear in 300 


TO YOU WHO INHALE 


THESE FACTS ARE VITAL! teal 


tee Ee eres ot oe 
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This full-page newspaper advertisement 


Mirtle to oti 


for Philip Morris, which ran last week, 

highlights a new campaign in which com- 

petitive copy on the no-irritation theme 
is boldly featured. 


newspapers in 30 states. 
stresses the irritation factor in in- 
haling cigaret smoke and_ brings 
to the fore with dramatic emphasis 
the famous slogan, “Call for Philip 
Morris.” 

Bold Approach Used 


In space ranging from quarter t 
full pages, the new promotion di- 
rects its appeal “To You Who In- 
hale.”’ Copy asserts that medical re- 
search has found that four othe! 
leading brands averaged 235 pe! 
cent more irritant than Philip Mor- 
ris. Furthermore, it is claimed, the 
“irritation was found to last mor 
than five times as long.” 

Copy supplementing the main 
newspaper campaign will appear 
20 magazines. The three Philif 
Morris network radio programs wil! 
also continue. Biow Company '* 
the agency. 


Copy 
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HOW MANY APP 
job of GARGANTUAS TRAINER ? 


The American Weekly has a fellow feeling for 
Gargantua. Unrivalled development and power 


: are regarded with respect—regarded as something 
+ to wonder at on special occasions, but as a little 
k too awesome for daily association. 
A. 
e 
That is the attitude of some important advertisers 
toward The American Weekly. They show their great 
P? respect and confidence in the power of this mighty 
o publication by using a color page occasionally in this 


magazine when the sales force must be electrified into 
lip super-effort . . . when hundreds of new outlets are 
wanted vow... when a new product or package or 
“deal” must be put over . . . when thousands of win- 
dow displays must be placed . . . when coupons must 


. be distributed in greater numbers and at a lower cost. 
i- 

in- The American Weekly is proud of the confidence 
re- reposed in it, and in the power of the advertising 
re! messages it carries into more than 7,000,000 homes. 
per But it frankly questions the judgment of advertising 
- buyers who forget to make friends, week by week, of 
a the vast audience which serves them so well on 


“special occasions.” 
ain ry rf r 


Instead of appropriations scattered through maga- 
zines, newspapers, radio, outdoor—there is the alter- 
native of really cultivating the more than 7,000,000 
homes which make up The American Weekly market 
—the biggest single market in the world. 


FOR EXAMPLE, a Pharmaceutical House of Memphis, 
Tennessee, two years ago began to cultivate The American 
Weekly audience. The program was adapted to the ad- 
vertiser's needs—not an occasional “splurge” followed 
by long periods of inactivity, but 28- to 35-line black- 
and-white advertisements every week, for its products. 


The super-effectiveness of this small black-and-white 
space, persistently used, illustrates a phase of The 
American Weekly's strength which many advertisers 
have neglected. 


When the appropriation is larger, there is the oppor- 
tunity for similar use. of regular schedules of BIG 


\C 


49° 


COLOR PAGES, or black-and-white advertisements 
alternating with BIG COLOR PAGES. 


In other words, what can the people in the more 
than 7,000,000 homes —the homes which respond so 
readily to occasional pages in The American Weekly 
—do for national advertisers on the basis of permanent 
friendship? 

Space buying has been reduced to a “science” which 
sometimes fails to take into account the human qual- 
ities of an audience—the human relationship between 
a publication and its readers. It is possible to think 
too well and too scientifically. Nations, governments 
and the heads of great businesses have learned this 
very important truth. 


CANTS for the 


Gorgantua, great gorilla of the 
Ringling Bros -Bernum & Boiley Circus 


In its editorial content of features on sex, religion 
and science—also great fiction and fascinating art— 
The American Weekly has played square with its 
readers. It presents this material in a form that grips 
human interest—but it is material that can always be 
verified by the foremost authorities. 


Isn't it entirely possible that this human relation- 
ship, as much as the vast number of homes which The 
American Weekly enters, is responsible for its effec- 
tiveness when national advertisers have a “special 
message’ to convey? It surely must be possible that ad 
this human relationship, brought to bear on a regular 
cycle of advertising messages, would prove to be the ; 
soundest possible investment. . 


ERICAN 


Hearst Bupc., Sav Frascisco... 


rn 
Stn WEEKLY 


Branch Offices: Heanst Bupe., Cuicaco... 


“The Nation’s Reading Habit” 
Main Office: 959 Eighth Avenue, New York City 


5 Wivturor Souane, Boston . . 
Cesenat Morons Bupc., Detnorr . . 


. Ancape Bune... St. Lowts . 
« Hansa Bupe., Crrvetayp . . 


. » Eotsos Bune... Los Axceres 
. LOL Manterta Sr., Artavta 
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Litho Unions to 
Sell Process; Use 
Their Own Funds 


New York, Jan. 23.—Organized 
labor came forward today with fur- 
ther evidence that it is advertising 
minded when the Amalgamated 
Lithographers of America disclosed 
plans for a campaign designed to 
acquaint buyers of graphic arts ma- 
terials with the nature and advan- 
tages of the lithographic process. 

The undertaking is believed to be 
the first instance in which a union, 


independent of other factors in the | 


industry, has sponsored such a pro- 
motional drive. The campaign is 
especially interesting in view of the 
current energetic efforts of another 
union, the International Ladies Gar- 
ment Workers, to round up support 
in behalf of a $1,500,000 promotion 
plan for that industry. 


Will Fight Misconception 


Beginning with space in the ad- 
vertising trade press, the lithogra- 
phers’ group hopes to expand its 
program later to include consumer 
magazines. According to William J. 


Riehl, international president of the 
union, “so many misconceptions 
have arisen as to the exact nature 
of lithography, even among men 
reasonably well versed in_ the 
graphic arts processes, that we feel 
an educational job is necessary. 
Many do not realize, for instance, 
that photo-offset, offset printing, 
and photo-lithography, are merely 
other names for the one _ single 
basic process, lithography. 


| production for many purposes. Our 
plans are to explain the general ad- 
vantages of lithography in the ini- 


‘tial ads of our campaign; then, later | 


ito point out 

|preferable for 
| types of jobs.” 
| In em phasizing lithographic 
| progress, Mr. Riehl cited Bureau of 


why lithography is 
various particular 


an increase of 19.5 per cent in lith- 
ographic production, in contrast to a 
drop in letterpress printing. The an- 
nual lithographic business in the 
United States is now estimated at 
more than $250,000,000. 

The Amalgamated Lithographers 
of America was founded in 1882, 
and is affiliated with the American 
Federation of Labor. It has 54 
local unions, and a membership of 
over 13,000 workers in every branch 
of lithography. 


Lithog- | 
raphy has proven its superiority in | 
speed, economy, and fidelity of re- | 


Census figures for 1939 which show | 


IT'S GETTING WORSE 


Everybody knew it but Ellen 


That's the humiliating thing 
about BAD BREATH you 
don’t suspect it in yoursel!! 
Yet the odds are more than 
3 to | that you may heave 
this all-too-common fault. 
For dentists say . . 


Ve, 


partic ies and stop the ealiva 


posnrn! penetrating 
odors that cause much bed breath.” am 
te ‘ Sh 


Current copy for Colgate tooth paste 
continues the argument used so long by 
Listerine. 


The advertising campaign is being 
| planned and directed by the Emil 
Mogul Company, with Alfred Paul 
Berger, account executive. 


Young Joins Foreman 


Stanley Young, formerly with 
Joseph Hershey McGillvra, has 


Foreman Company, 
| representative. 


radio station 


joined the New York office of the | 


W, Suall 


THE PITTSBURGH 


SUN-TELEGRAPH 


CARRIES MORE* 
DAILY RETAIL LINAGE 
Than the 


NEW YORK TIMES 


*12 Mos. 1940-Media Records. Inc. 
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REPRESENTED NATIONALLY BY THE RODNEY E. BOONE ORGANIZATION 


BMI Settlement 
of Justice Suit 
Believed Likely 


War Rages Over Inter- 
pretation of CAB Janu- 
ary Figures 


New York, Jan. 23.—Settlement 
of the Broadcast Music, Inc., part of 
the anti-trust suit threatened by the 
Department of Justice appeared im- 
minent here today following a meet- 
ing of the BMI directors and a hur- 
ried resumption of conferences with 
Washington officials. 

No announcement was made as to 
what transpired at the meeting of 
the BMI board, although it was 
learned that the entire music situa- 
tion was reviewed and adjudged sat- 
isfactory, and that it was decided to 
continue informal talks with Justice 
Department attorneys. It is believed 
|that only minor differences exist 
between the broadcasters and gov- 
ernment officials, and that they may 
| be ironed out in short order. 
| The music week was marked by 
the eagerly awaited report of the 
| Cooperative Analysis of Broadcast- 
| ing, the first covering the period fol- 
| lowing the exodus of ASCAP music 
| from the air waves. The report im- 
mediately became a storm center 
|with the National Association of 
| Broadcasters emphasizing “no drop 

from the seasonal peaks of Decem- 

' ber,” while ASCAP spokesmen as- 
serted that inasmuch as January 
listenership usually moves upward 
from the December figure, the CAB 
report reflects a loss in listener in- 
| terest. Officials of CAB main- 
| tained a discreet silence and refused 
to be drawn into the battle. 


| No Change Shown 


| Commenting on the CAB report, 
| the broadcasters said: “Contrary to 
predictions that the loss of ASCAP 
music would seriously impair the 
total amount of listening among 
|radio owners, the report revealed 


that listening to both daytime and | 


| night-time programs had _ been 
| maintained at the remarkably high 
| level established in December, be- 
fore the American Society of Com- 
posers, Authors and _ Publishers 
withdrew its music from radio sta- 
tions.” The figures showed no 
change in January as compared with 
December for night-time and all 
programs, the only change being a 
drop from 6.5 per cent to 6.0 per 
cent for daytime programs. 

Although agreeing with the 
ASCAP observation that January 
listenership is usually greater than 
December’s, research men did not 
agree with the contention that the 
change in musical fare was the 
dominant factor. Warmer January 
weather and increased family pur- 
|chasing power making possible more 
out-of-the-home_ diversion than 
heretofore, were cited as contribut- 
ing factors to the decline in all lis- 
tening during the first part of this 
month. Researchers called attention 
to the fact that CAB ratings imme- 
| diately shoot upward when a cold 
| wave settles over large areas and 
people are more likely to keep in- 
doors. 


Too Early to Judge 

The consensus is that it is still 
too early to judge the effects of the 
switch from ASCAP to BMI music. 
| According to CAB records, the lis- 
tenership ratio between musical 
programs and those not dominantly 
musical, such as Jack Benny, Lux 
Theater and Charlie McCarthy, has 
continued unchanged. 

This is regarded as the most per- 
tinent comment on the effect thus 
far of the music fight. 


Brunswick-Balke 
| Names Stack-Goble 


Brunswick-Balke-Collender Com- 
pany, Chicago, has appointed Stack- 
Goble Advertising Agency to direct 
the promotion of its bowling balls, 
accessories 


equipment, and 


sup- 
| plies. 


—— 


| Hutchinson Agency 
is Merged with 
| McCann-Erickson 


Minneapolis, Jan. 23.—McCann 
Erickson will open a Minnea; 
| Office in the Hodgson bldg., aboyt 
| April 1 with Merrill Hutchinson of 
Hutchinson Advertising Company in 
|charge. Mr. Hutchinson will be 
| elected a vice-president of McCa) »- 
| Erickson and his agency will ce se 
to function as a separate entity 
| The Minneapolis office will be 
|largely staffed with Hutchinson p r- 
sonnel. Meanwhile the Hutchin.- \y 
organization will continue to ser, ¢ 
its present accounts, which inclv je 
|Pillsbury Flour Mills Compa 
| Northwestern National Life Ins 
‘ance Company, Gluck Brew 
Company, Twin City Federal S 
ings & Loan Association, Americ in 
Farm Machinery Company, Fi st 
| National Bank & Trust Compa: y, 
| Northland Milk & Ice Cream Co. :- 
|pany, Atwood Coffee Company, F« |- 
eral Schools, etc. 

The new office also will prove 
| service in the Northwest for other 
| McCann-Erickson accounts. 


Pittsburgh Selected for 
Fish Marketing Survey 


Pittsburgh has been selected is 
the first city to be surveyed for fi h 
marketing problems under a spec 4! 
appropriation recently granted by 
|Congress to the United States Fish 
‘and Wildlife Service for that pur- 
| pose. 

Conferences with Pittsburgh 
wholesale and retail fish dealers ‘o 
discuss ways and means of impro 
ing the quality of fish shipped into 
the city are being held by Francis 
C. Randlett, fisheries market agent 
for the government bureau. One 
result hoped for from the survey is 
an increase in the consumption of 
| fish. 


Advertising for Heller 


Pearls Increased 


L. Heller & Son, Inc., has in- 
creased national advertising ex- 
penditures for its cultured pearls 
25 per cent as a result of record 
sales in 1940. Copy will continue 
\to feature popular debutantes. 
Magazines will be used in the 
first national campaign in recent 
|years for La Tausca pearls, with 
copy featuring Deanna Durbin 
Newspaper tie-ups will be available 
to dealers. B. D. Iola Company, 
|New York, is the agency. 


| 
Smith Has Knox Account 


The Allen C. Smith Advertising 
| Company, Kansas City, Mo., which 
has handled the account of the 
| Knox Company, Los Angeles, since 
the company was founded, will con- 
tinue to direct the company’s adver- 
tising contrary to previous an- 
nouncements. 


Freed Plans Local Drive 

Freed Radio Corporation, New 
York, will open a campaign for 
Freed-Eisemann FM radio receivers 
in New York, New Hampshire, Ver- 
mont and several Southern counties 
in Maine. 


TAXIPOSTERS 
TAKE YOUR MESSAGE 
WHERE CROWDS GATHEP | 


Taxicabs are found wher uf 
fic is heaviest. That's why 
posters are an effective a: tis 
ing medium. For details : 
Wm. E. Whaley Co., W ng 
ton Bldg., Louisville, Ky. 
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companies, from Agasote” to Zecol” 
used Country Gentleman's display ad- 


vertising columns for the first time in 1940 


| ...and during this same period, 46 others, 
, Aluminum Cooking Utensil to Zenith Radio, 
returned to the book after an absence of 
| at least three years. 
: Altogether, 366 companies — 759 counting 
‘ The Farmers’ Market Place advertisers- -used 
iMreclitiek-dudllt tress sections andl pre-cut timber. Country Gentleman in 1940 to sell Agricul- 
#«% Wax for polishing automobiles. ture's Top Two Million. 
Come on in, boys, the water's fine! ; 
Ge Pn, 


AGRICULTURE’S TOP TWO MILLION 
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N LEFT FOOT sales organization with the Electro- N * _~ 
Packard Opens O matic drive, a contest is being run Admen e elcome ° Need to ur 
m 2 for salesmen and dealers. They will Co 
Ca paign for a, compete for 40 cash prizes totaling onsumers Yet, 
» | $1,000. Contestants are required to Ma azine Chan es S 
Electric Clutch ae re write an essay on “Why I Like g ays Henderson 
pa Electromatic driving.” Chicago, Jan. 23.—While it jg 
P Detroit, “ys . pire oag go yr prt a - 0 likely that purchases of consumer 
sing is Of On the rignt foot, bu . . : in n- a e a es oods may be changed or restrict 
the accent is on the left, in copy Packard makes th ‘ ar for left feet! Baking Companies Give 4 i > > ae 
: : ackard wakes this a great vear tor teit feet - ° in one way or another eventually 
designed to promote the company’s Bail in Price Case because of the defense rogram 
sctromatic clutch. “an ; atic ‘ — ales . ‘ New York, Jan. 23.—Recent revi- _ ae weogram, 
Electromatic clutch, “an automatic The eleven large baking compa- - Bye there is no need to impose restric. 
drive for smoother and more com- nies and 33 individuals indicted for | Sions in publication schedules of | +: 31. 4; a means of price contro} 
fortable motoring.” With shipments Dries bee conspiracy to fix prices in the Phila- | leading women’s magazines focussed _ A ne , 
, Sf} 7 WH 15559 inhsie aren by @ federal arand jury |: _ : lige 3 a curb to inflationary movements at 
under way and general production PACKARD “1, y i delphia area by a ederal gran jury attention here this week on the ad- the present time, Leon Henderson 
scheduled, the new shift is now of- , om Foe were arraigned Jan. 24. | vertising requirements which made | gorense commissioner in charge of 
‘ : at ; i : All firms and individuals have these changes desirable and r t s SS arge of 
fered as optional equipment at extra | filed bail totaling $219,000. The hese changes Cesirable ane Tecent| ice stabilization, told the Eco. 
cost. . baking companies are subject to a eS ae — which nomic Club last night. 

To introduce this new left foot | fine of $5,000 if convicted, while the | made them possi e. “Until we get far enough along 
boon, Packard is launching a na- | | individuals named, in addition to a | Changes in closing and on-sale to use our economic resources to 
tional advertising campaign, with | fine, can be sentenced to a year in| dates have been announced in the | their fullest capacity there is little 
newspaper releases starting yester- jail. Some of the largest advertisers | past three weeks by McCall’s, La- need for drastic measures,” he said 
day and covering the principal dis- in ope baking industry have been | dies’ Home Journal and Woman’s | ty. warned. however, that busin. 

a ” . . . ‘ . | i od. | 5 ° . . tiie | . ’ - , Sil SS 

tributor and dealer points from | The left foot gets all the gravy—end « —— Home Competes, Aa ore pave | hasn't yet learned what taxes can 
coast to coast. Magazine advertising tamentn forth. ° , ° _pushed back their on-sale date | be jike 

ee '& | good deal of the attention—in fort Simon Joins United : th of . 
breaks Jan. 27 with a color page in| coming Packard copy. This four-color | , _ nae y, | nearer to the first of the month o Speaking earlier in the day to the 
Newsweek. Similar insertions fol-| page will run during February in Col. _ Gilbert Simon, formerly with issue, and two have materially | National-American Wholesale Gric- 
low in leading weeklies during Feb- | lier's, Life, and The Saturday Evening —_, ae Reg ere Hae ger 4 | shortened the elapsed time between | ers Association, Mr. Henderson ce- 
ruary and in March monthly maga- Post. rhc neta the United closing date and actual issuance of | clared that there should be less 
zines. Advertising Corporation, Newark. | t€ Magazine. need for government stabilization in 

Captioned “Packard makes this a | tising the Electromatic campaign sieeisinasiniabezand | At least in part, the changes an- the food industry than anywhere 
great year for left feet,’ the maga- will include special sales promotion in swer objections voiced in increasing | e]se, and asserted that the govern- 
zine advertising extols the virtues and sales activities. Salesman and National Loan Appoi ts ' volume in recent years by adver- ment held the firm conviction that 

: é = National Loan Company, Hart-|,.. uscilinaiaatilhinies a l : / : 
of the Electromatic clutch which demonstrator helps are being pro- ford, Conn., has appointed the F. W. tisers and agencies. Fo! example, there is no substitute for the exer- 
has “a dozen things to recommend it vided along with showroom dis- | prelje Company of that city as ad- advertisers have tired of having tO cise of discretionary individual 
over other devices.” plays and promotions. As an added | yertising agency. Newspapers, radio | €XPlain to their dealers why it was powers in business. 

Besides local and national adver- , incentive to acquaint the Packard | and direct mail will be used. necessary to concentrate Christmas He pointed out, also, that his di- 
advertising in January issues Of vision is doing all in its power to 
monthly magazines. After the jnsure a continuous supply of raw 
changes just announced become materials to manufacturers at rea- 
completely effective next July, holi- sonable prices. 
|day advertising will be carried in — 
| December issues. Hudson Opens 

Allows Greater Flexibility Spring Drive 
Narrowing of elapsed time be- In one of the most aggressive pre- 
tween closing date and on-sale date spring merchandising programs ever 
is also in answer to pleas from ad- undertaken by the company, Hud- 
vertisers. Greater flexibility is one — ee ee - a ina 
» chief aims of magazine p. natio > series of meetings to be 
of the chief we of wy roy Speer _— conducted for distributors, dealers 
lishers. In pushing for this objective and retail salesmen in $1 citice 
they have stimulated the develop- | Three groups of officials, headed by 
ment of new high speed presses George H. Pratt, general sales man- 
which reduce printing time. ager; C. G. Beeching, Midwest sales 
Psychologically, the changes are | manager, and N. K. VanDerzee, 
also important. Advertisers and | Eastern sales manager, are on an 
agencies have had the idea that pe cs! Many Ae for six weeks 6 
three months passed between a : — _— , 
ation and publication of copy in * 
women’s magazines. Copy for Feb- Meldrum Leaves Ayer E 
ruary issues, for example, had to be Douglas G. Meldrum, until re- 9 si 
ned through in Movember. Ac- cently vice-president of N. W. Ayer BR 2 
pus sue HS * 4" & Son, and former manager of that ; < 


tually, the time lag was nearer two company’s London office, has joined 
months in most cases, since a Feb- [yey and Ellington, Philadelphia. 
|ruary issue reached the newsstands Mr. Meldrum returned to America 
las early as Jan. 10. two months ago as chairman of the 


Committee for the Evacuation of 
Closer to Weeklies British Children. 


Important to the magazines from 
a competitive standpoint is the fact DeGroot Joins Agency 
that new publication schedules Don DeGroot, copy chief and pro- 
bring the monthlies closer to the duction director of Station WFDF, 
weeklies in respect to the time lapse hoes nye — been with a —— 
id aati -enle datec Casting station seven years, has be- 
age closing and os — ~~" come an account executive with 
re final forms of Life close 25 Holden, Graham & Clark, Detroit 
days before the on-sale date, Col- advertising agency. 
lier’s 27 days, and The Saturday omen 
S’ [" - « P ft P d ° ey Post wanes eaican Packard Advances Two 
A ve new publication schedule o A. B. Nielsen has been : ted 
- : S ; . Bw. ‘ as been appointec 
e gain in rofi ro ucing Woman’s Home Companion calls for oman sales manager of Packard 
— a lapse of about 40 days, and of Motor Car Company. He was for- 
—_— e McCall's about 45. Good House- | merly field business manager. H. L 
Advertisin E ectiveness keeping, which has made no change Beecroft, who has served as _assis- 
in either closing or on-sale dates, tant sales manager since 1937, will 
will continue to go on sale about p see ga a se 
50 days from closing. Ladies’ Home a oe cee 


‘ ; oO rj ave a lapse i 
or the 6th consecutive year t)iis newspaper has carried more paid oe will have a lapse of about | 
nA ays. 
. . one ‘ - - | 
advertising linage than any other Lowa daiky. That's proof of When gradual changes are com- 1941: 
results And the ABC circulation figures have soared to an all pleted and the new schedules take For e 
. 2 e . .oo »< . , 
time high That's proot of coverage and reader confidence effect with July issues, McCall's 


will go on sale July 1, Ladies’ Home 

, 
Results Coverage Confidence—what better foundation Journal June 27, and Good House- 
could you put under your advertising message to more than 200,000 keeping and Woman’s Home Com- 


, ani > 20. 
people in lowa’s richest market Sales, profits and prestige are panion June 20 
bound to accrue from consistent schedules in The Cedar Rapids 
Re-elect A. N. Woodhead 


— Albert N, Woodhead, New York | H | 
sate Albert N. oodhead, New York 
Reto Don't risk spotty coverage and scattered sales when full covet Power & Light Corporation, has For Nationa 
opt , ; 
| The 1940 Paid Linage age is available at low cost. Let us put vour sales message in more been re-elected president of the rs 
i Record of lowa Newspapers Albany Advertising Club. Other offi- Spot Advertise | 
. THI EDAR RAPT than 44.000 homes daily Write today for full details and Free cers are: E. Bradley Carnell. Al- | 
( IAR R *TDS : . . es cis . 
GAZETTI 7, LO9,236 reports on markets, trade area income and other data bany Business C ollege, vaaeyseere | 
tn Sil dent; Edward L. Spencer, local 
Desistes 7,095,980 advertising manager, Montgomery 
Davenport Times.6,800,434 “Blankets lowa’s Richest Market” Ward & Co., secretary; Frank P. 
4. Davenport Tucker, treasurer. Henry W. Stock, 
Democrat 6,648,600 : advertising manager, the Knicker- 
3 h . Moine s - Th 4 Cedar Ra 10S Ga ette bocker News, has been named chair- 
ribune ‘ +, S0 . > . we . o 
5 Quen s. caakoen p 3 man of the program committee. 
7. Sioux City Represented Nationally by 
lournal 003.894 . . epense ni 
eine ' \LLEN-KLAPP-PRAZIER CO. Seek State Ad Boost 
Figures fron rds NEW YORK CHICAGO DETROIT The Varda bill has been intro- 
duced in the Wisconsin assembly to 
nineteen Vember Media Records amend the law relating to advertis- EDWARD PETRY & Co. ——— 


ing the state and raising the appro- 
priation for that purpose from 
— - $71,250 to $150,000. 


ON THE NBC RED NETWORK 
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‘The Wind’ Returns 
at Popular Prices; 
Much Promotion 


New York, Jan. 23.—Minus most 
of the early fanfare, but still the 
sock hit as of yore, “Gone With the 
Wind” began this week the second 
lap of its race toward an all-time 
box office record. During its first 
year run on a road show, premium | 
price basis, the picture grossed $23,- | 
000,000 and chalked up over 25,000,- | 
000 paid admissions. 

The film reopened here today at 
popular prices, and the waiting line | 
at the box office was several blocks | 
long at 9 a. m. Metro-Goldwyn- 
Mayer Pictures Corporation, which 
distributes the picture, reports a 
similar reception in 12 other major | 
cities. 

In cities where newspaper color | 
advertising is available, the popular 
price opening is being backed by 
full-page color insertions. It is ex- 
pected that 1941 advertising ex- 
penditures on the movie will ap- 
proximate the $250,000 total of last 
year. 

Donahue & Coe, the agency han-| 
dling the GWTW campaign, made a 
survey several weeks ago to deter- 
mine the potential audience remain- 
ing for the picture. Interviews in 
five cities revealed that 78.5 per 


cent want to see it. Thirty per cent 
of these have seen it once but want 
to see it again. 

How long the GWTW phenome- 
non will continue anybody’s 
guess. During its first year, it was 
shown in less than 6,000 theaters. 
The average M-G-M release plays 
in 12,000 or more houses before it 
is relegated to limbo. 

Advertising of GWTW 
the slogan “Nothing Cut but the 
Price.” Instead of the two-a-day 
routine of the first year, the four- 
hour picture is being shown on a 
continuous basis, with first-come- 
first-seated replacing the reserved 
seat plan. 


1S 


Juniors Elect 

Ray Biesmeyer, Hensley Advertis- 
ing Company, has been elected 
president of the Chicago Junior Ad- 
vertising Club, succeeding L. Carl 
Blanke. Other officers are Arvid 
Hamrin, Standard Rate & Data 
Service, vice-president; Harry Ca- 
hill, Advertising Craftsman, secre- 
tary; and Ben Lockridge, Field & 
Stream, treasurer. 


Claude Applegate Moves 


Claude C. Applegate, formerly 
with Niagara Lithograph Company 
and Ketterlinus Lithograph Com- 
pany, has joined Harford-Hussey- 
Woodward, New York, window dis- 


| play specialist, as account executive. 


features | 
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Army Food Bill 
$750,000 Daily; 
How It Will Buy 


| Chicago, Jan. 21.—By July 1, the 
| United States Army will be spend- 
_ing $750,000 daily for food, this sum 
|representing in large part a diver- 

sion of business from retail food 
|channels, Lt. Col. Paul P. Logan, 
chairman, food division, Commodi- 
ties Division, Army and Navy Mu- 
/nitions Board, told the National 
Canners Association at the opening 
of its 34th annual convention at the 
Stevens Hotel yesterday. Virtually 
all three general sessions of the as- 
sociation were devoted to an ap- 
| praisal of the emergency and its 


iresults on normal _ distribution 
/methods. 
Col. Logan gave the canners a 


brief outline of methods to be em- 
ployed in spending this $750,000 a 
day. Effective July 1, 1941, non- 
perishable supplies will be central- 
ized for procurement in New York, 
Chicago and San Francisco. New 
York will buy coffee, tea, sugar, 
extracts, spices, jam, pickles, syrup, 
baking powder, and many other 


January 27, 
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VICTOR DOG GETS A PLAY ON BROADWAY 


FANTASOUND | 


- fsaproductof — 


RCA-VI 


CTOR 


4 _ "HIS ie 


It took Walt Disney's "Fantasia" to give Nipper, the famous Victor dog, a chan: » 

to get his picture in the battery of signs that signify Times Square. This thre. 

story sign over the Palace theater building reveals that the moving, realist 

sound in the Disney opus was developed and perfected in the RCA Vict: 
laboratories. 


items, including canned apples 
applesauce. 


“" Advertising Tax 


AGAIN THE (sO SIGNAL FOR | 


ADVERTISING 


TRANSI 


STREET CAR AND MOTOR 


T 


COACH CARDS 


UT of the fog of confusion and into the 


BAKERSFIELD 


Fielder, Sorensen & Davis 


100 East toth St. (Telephone 2766) 
FRESNO 

Fielder, Sorensen & Davis 

326 C Street (Telephone 4-1i21) 


LONG BEACH 

Boyce Motor Coach Advertising lo 
603 Kress Bldg. (Telephone 624-32) 
LOS ANGELES 
(Metropolitan) 

Maynard Boyce, In¢ 

650 Chamber of Commerce Bldg 
(PRospect 7310) 

OAKLAND 

Fielder, Sorensen & Daris 
Latham Square Bldg. (Twinoaks 
PORTLAND 


Pacific 


SACRAMENTO 

Fielder, Sorensen & Davis 
g!0 Eleventh Street (Telephone 
SALT LAKE CITY 
Traction Advertising Co 

1328 Continental Bank Rida 
(Telephone §-6043) 


SAN DIEGO 


Harwood Hoyt Fawcett 
Union Bldg. (M Ain 2004) 
SAN FRANCISCO 


825 Treat (MAin §121) 
STOCKTON 
Fielder, Sorensen & Davis 
o Stockton City Lines 

(l elephone 1415) 
TACOMA 

Pa \ i lransit Advert 
1306 A Street (MAin 8171) 


REPRESENTATIVES 


2120) 


Northwest Transit Advertising 
tog Citizens Bank Bldg. (AT water 7181) 


Fielder, Sovensen & Davis 

38 Sutter Street (DOuglas 2610) 
SAN JOSE 

lielder, Sovensen & Davis 

8 South First Street (BAllard 737 

SEATTLE 

Pac. N. U Transit Advertising 

725 County-City Bldg. (MAin ¢ 
SPOKANE 

Pac. N. U lransi#tt Advertising 


clear—as the 
tising. 


Starting the New 


nearby office... 


ever before . 


tract. 


any market listed. 


Vetrop 


( coast, Santa 


TRACTION 


(rea 


Cooperating on rate 


New Rate Structures— More for Your Money 


IN THE PACIFIC WEST 


comes your time-tried medium, Transit Adver- 


pendable representation throughout the West... 
assuring you of prompt, capable service from a 
offering greater circulation than 
.. blanketing markets always among 
America’s richest, now “booming” with multi 
million defense expenditures. 

Start the New Year right with a car card con 
Call nearest office for rates and service in 
Let’s GO. 


MAYNARD BOYCE, INC. 


BOYCE MOTOR COACH ADVERTISING CoO. 


HARWOOD HOYT FAWCETT 


PACIFIC NORTHWEST TRANSIT ADVERTISING 


FIELDER, SORENSEN & DAVIS 


\ rihern (a 
service in any western market . . 
advertisers and agencies. 


Represented in Eastern Territory by 
NATIONAL 


signal changes to green— 


Year with permanent, de- 


titan Los Angeles 


Vonica to Long Beach 

San Diego 

ADVERTISING CO. 
Utah 

and Washington 


fornia 


information, orders, placement 


. in the interest of 


PFRANSITADS, Inc. 


Division of Purchases 


Riongne Bill Introduced 
Chicago will buy all canned vege- in Tennessee 


tables, red sour cherries, flour and 
/milk products, rice, beans and dried | Nashville, Jan. 21.—A 3 per cent 
peas, canned meats, evaporated and | S 


: ; tax on the gross receipts of all 
dried milk, and other foods. San | newspapers, periodicals and ra tio 
Francisco will buy all canned fruits, stations in the state would be levied 


except those mentioned, dried fruits 


and canned fish. nessee senate yesterday by Senator 


Purchase will be made quarterly, | Damon Headdon of West Tennessee 
awards being made to low bidders. | The bill was signed by 16 of the 


Requirements will be widely ad- | -tate’s 33 senators when it was in- 
| vertised for a sufficient length of | troduced, indicating the possibility 
_time to permit suppliers In @aNY | of its passage by that body. A sim- 
= of the country to prepare and |ilar bill will shortly be introduced 
|submit bids. Requests to be placed jin the state house of representa- 
on mailing lists should be accom- | tives, it is believed. 

panied by a statement of creden-| While Senator Headdon said his 
tials, showing the location of the | pi) would provide about $1,000,000 
company, type of business anda year for the state school fund, 
amount of stock normally carried. | publishers and broadcasters averred 


or rm”: a > ri > . 
Performance bonds will be re~ | that the revenue was secondary to 
quired from all bidders. Bid bonds | the desire of Gov. Prentice Cooper 


may be required. The quantity will | t chastise the newspapers of the 
be shown in the invitation to bid.| tate for their opposition to his plan 
Bids will be asked on car lots or for repealing poll taxes as a pre- 
more of each product. While the | requisite to voting. 

Army usually buys on a delivered | 

basis, a plan is now being consid- “ 
ered to permit quotations f. o. b. Thrift Theme Marks 


point of origin. A definite decision Seqled Power Campaign 
|will be announced in the near fu- | “Smooth but Saving, Too” is the 


ture. - theme of a new campaign for Sealed 
| Bid samples may be submitted in | power piston rings now running in 
order that a bidder may learn Collier's, Country Gentleman and 
whether the merchandise he offers | The Saturday Evening Post. The 
is of specification quality, but the | two-column space uses large illus- 
|Army cannot undertake to classify | trations of pretty girls doing thrifty, 
‘a product for a vendor except | economical things. 


| under a bill introduced in the Ti: 


where the sample is forwarded in , Copy IS gy gee v7 
‘connection with an actual bid. — — Se a 


Samples will not be opened until 


ithe bid is received. The invitation un "“ 

will stipulate that the bidder Brooks to “Forbes 

authorizes his bid to be thrown out William F. Brooks, formerly with 
lthe Associated Press, has_ been 


‘if the sample fails to meet speci- : : . 
named managing editor of Forbes 
Magazine, 


| fication requirements. 


Constant Analysis Planned 


The purchase, however, will be 
made upon aé specification which 
clearly defines the quality standard 
which must be met and which also 
defines the requirements of packing 
and marking of cases. All cans 
|must be labeled in accordance with 
i\the Pure Food and Drug Law. The 


| IS PRINTED 
fact that a bidder has submitted : . 
one can of acceptable merchandise zi o 
Newsprin 


jas a sample will have no effect 
Some advertisers have the 


upon the inspections which will 
follow the award. Inspection will 
idea that all Newscolor ad- 


be made at point of origin in every 
possible instance. 


While the Army favors No. 10 .s : : 
. es é Vv n n news 
cans, it has found it advisable to ertising is pri ted o : 


print. Not so! We o fer 
lighter and heavier we ght 
papers, better quality ‘an 
newsprint. We can s10W 
you some remarkably at 
tractive broadsides weve 
produced for prominen ad- 
vertisers, on special p pe 
stocks. Copies will be sem 


on request. 
. + 


permit offerings of either 2’s, 2159's 
or 10’s. Specifications have recently 
been brought up to date and are 
now before the provisions com- 
mittee of the Federal Specifications 
Board for approval. 


McC-E Named in S. A. 


Benegas Hnos & Cia, Buenos 
Aires, has appointed the Buenos 
Aires office of McCann-Erickson to 
handle advertising of its Trapiche 
wines and Monitor champagne. 
Newspapers and magazines will be 
| used. 


SHOPPING N 
Rewscolor Division CLE 
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WE JUST CAN'T 

KEEP TRACK OF 

ALL THIS NEW 

PROSPERITY 

THAT'S POURING 
IN ON 


LOUISVILL 


AST summer we thought things were going mighty well here in the Lou- 

isville area and we bragged about it. Then the defense program selected 
our community as one of its key points. That was piling prosperity on top 
of better times. 


We thought we'd get out a book about it, and we did. We called it “Gigantic 
New Purchasing Power Comes to Louisville.” But with all its recital of 
important defense developments that meant millions in new payrolls and 
spending power, it was out of date almost before we could get it around to 
our friends. 


Then we got cut another one, bringing the first up to date in bright, red 
underlining of the new millions in defense projects that had come to the 
Louisville area in the meantime. 


But its getting hopeless, now, as far as keeping the picture up to date for 
you is concerned. Every time our papers come out, they shout new head- 
lines of more contracts, more projects, more spending, more payrolls. 


Right now, the best we can figure, the total U. 8S. investment in defense 
projects now under way here is around $125,000,000.00 and going up all 
the time. The new payrolls are in excess of $5,000,000.00 per month, and 
it looks like $100,000,000.00 will be added to our spendable income this 
year. 


More than 30,000 new jobs have already been created; bank debits are 
up 12%; one private industry’s expansion is costing $8,000,000; another 
is doubling its capacity; retail sales are up 31%. And it keeps right on 
getting better and better! 


The Louisville Area, already the largest industrial community in the South, now includes a 
$75.000.000 powder plant, the world’s largest; an 818,000,000 powder bag-loading plant; a 
$5,000,000 naval ordnance plant; the U. 8S. Government Depot, now letting $10,000,000 in contracts 
per month; a major Army airport housing the 28th Air Base; an important auxiliary military airport 
now building, and Fort Knox, headquarters of the Mechanized Army of the U. S., now housing 25,000 
men with more coming all the time. 


_ GET IN NOW ON THIS NO. 1 
_ OPPORTUNITY MARKET VIA 
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The Advertising Agency—V 
Duties and Liabilities As to Third Persons 


By HARRY HIBSCHMAN 


[Editor’s Note; Since publication relate to 
in the Jan. 13 issue Of ADVERTISING contracts with advertising media, 
AGE of “the fourth and last” of @ because, as we have previously 
new series of studies of advertising noted, under the standard contracts 
and publishing law with particular now jn general use the agencies 
reference to advertising agencies, |x :<ume exclusive liability for most 
their relations to clients, media and purposes, They are important, how- 
the general public, Mr. Hibschman | aver, insofar as they relate to con- 
has written a fifth article which | tacts with artists who appear on 
covers certain points not previously )..qio programs and with writers 
explored, This article is presented 44 others who contribute material 
herewith. The author is a practicing for use on such programs, where 
attorney and counselor-at-law, | the programs are produced by the 
author and lecturer who has made . 


important insofar as they 


agencies, and insofar as they relate 
to contracts with independent pro- 
ducers furnishing the programs. 
The rule here is that where an 
agency contracts with writers, with 
artists, musicians and other talent, 
and with independent program pro- 
ducers, it acts for its client and not 
for itself. The agency is, therefore, 
not personally liable to any of these 
parties unless it assumes liability 
by the express terms of its con- 
tracts. For example, should there 
be a dispute as to the amount due 
an artist appearing on a radio pro- 
gram, the artist would ordinarily 
have to sue the sponsor of the pro- 
gram and not the agency supervis- 
ing and directing it. 
With regard to torts, 
parties participating in 


since all 
them are 


liable to the injured person, regard- 
less of their relations among them- 


selves, an advertising agency is 
necessarily liable where a_ third 
party suffers from its wrongful 


acts, even though the acts are com- 
mitted for the exclusive benefit of 
the client or even under the client’s 
direction. In fact, the agency may 
be liable to a greater degree in 
some instances than the client, as, 
for example, if it maliciously libels 
a party. In such a case, said an 
appellate court, “it would not be 
enough that the act committed was 
within some apparent authority” 
given by the client. It would have 
to appear that the client “partici- 
pated in the offense.” If it did not 
sO appear, then the client would be 
liable only for compensatory dam- 


suuanmeneanne eengpeenee "ee 


ages while the agency, because of 
the direct malice, might be ible 
for punitive damages as well fo 
compensatory damages. 


Applies in Many Cases 


The general rule that the ; 
is liable to third parties for tort. 
committed by it while acting i» pe. 
half of a client, applies to a v: -jet, 
of cases in such fields as copy: igh; 
libel, privacy, negligence, ud 
trademark and unfair compe: ‘ion 
As a federal judge remarked on, 
25 years ago in a copyright ase 
“As all united in infringing a) 
are responsible for the dan ige. 
resulting from the infringeme: :” 


This pronouncement holds oo 
in any of the other fields » ep. 
tioned. For instance, in cas 


publishing and advertising law his | 
specialty. Other articles discussing | 
various aspects of law as they affect 
advertising will appear in_ these 
pages from time to time. 

Readers of ADVERTISING AGE are 
invited to submit questions to be 
answered or subjects to be discussed 
by Mr. Hibschman. However, they 
must be general in their nature and 
must not relate to pending cases or 
contemplated litigation, as personal | 
legal advice cannot be given here.| | 


If we were dealing here with the 
liabilities of the advertiser to third 
persons, it would be necessary to 
note the following rules: (1) That, 
with respect to contracts, the lia- 
bility of a principal depends, (a) 
upon the extent of the agent’s 
authority, and (b) upon whether or 
not the agent assumes to act for | 
himself or lets it be known that 
he is acting for some other person, 
named or unnamed; and (2) That, | 
with respect to torts, a principal is 
liable for those wrongs committed 
by his agent while acting in the 
course of his employment and com- 
mitted for the furtherance of the 
purposes of the agency. 

But we are concerned at this 
time only with the liabilities of the 
agent, and with regard to him the 
general rules are as follows: 

(1) With respect to contracts, if 
an agent acts in his own name 
without disclosing the fact that he 
represents an unnamed third party 
as his principal, he is personally 
liable for the performance of any 
contract that he enters into; but, 
if he lets it be known that he is 
acting for a principal and not for 
himself, even though the principal 
is not named, he is not liable unless 
credit is extended to him person- 
ally or unless he exceeds his 
authority as agent; and 

(2) With respect to torts, the 
agent is liable to third parties for 
any and all wrongful acts in which 
he participates, even though the | 
principal may be the party pri- 
marily liable or though the agent 
may be entitled to indemnity from 
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A TRO 


THEY ENJOY 


TAKE 


HOG VALUATION 


FOR INSTANCE... 


OF THE U.S. FARME etc: 
LIVE IN THE “HEAR a 


= 
THE NATION’S 
. VALUATION 


the principal for any damages he 
may have to pay. 


Important in Numerous Cases | i, 
Applying these general rules to ee 
advertising agencies, it appears 
evident that they are not very 


TWO: — 


THEY MUST DIVIDE 26%...THE REMAINDER 
OF THE NATION’S HOG VALUATION 


OF THE FARMERS LIVE 
QurTsive THE “HEART” 


Actually, “Heart” farmers are worth more thon 2 for I 


half of America’s 
looms big in the “ 


“Heart” 


to farm the 


“fattest” 


THESE PRIZE PORKERS know what it 
means to live on the fat of the land. The 
man who owns them knows what it means 
land Nature could 
stake out...the “Heart”... 13 Lucky States 
that. year in and year out, yield more than 


farm wealth. Yes, the pig 


Heart” picture. But... 


On every count... pigs or plows or power.. 
farmers are worth 2 for 1. So. f 


you want your advertising to really bring 


tune with the “ 


home the bacon, use the farm magazine in 
Heart”. .. Successful Far o- 
ing! Reach the upper-half farm-families w 10 
enjoy most of the best...at the lowest r te 
per page of any magazine in the farm fie (! 


Meredith Publishing Co., Des 4 
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jibe! by a newspaper, the reporter York, for an invasion of that per- writing such matter can be held or less than that of the client, for Glenmore Head 
wl writes the story is equally son’s right of privacy. The agency liable only if it has knowledge of the reason that in cases in these 
jiat e With the editor and the pub- would be liable on the same ground the falsity of the statements made fields the amount of recovery is Made Captain in 
jisher; in case of defamation by if it used a person’s name without or if, by the exercise of proper care, often measured, especially in the 
raga 0, the writer of the announce- his permission, for advertising pur- it should have known of such fals- infringement category, by the bene- National Guard 
sas t and the announcer who reads poses on a radio program, though ity. It is not liable absolutely as fits which accrued to the wrong- 
it ato the microphone are jointky the advertiser and the station might in the other cases. doer rather than by the actual in- Louisville, Jan. 22.—Within 24 
jiab'e with the advertiser; and in also be liable. a jury to the complainant. The hours Frank B. Thompson changed 
cas of libel in a printed advertise- In the cases mentioned, iack of © BOWES HS Saou agency s benefits are obviously lim- from president of Glenmore Distil- 
me the copywriter and the knowledge cn the part of the agency Knowledge or lack of knowledge ited to its fees or other compensa-_ Jeries Company 
age cy can be held liable with the that the material used constituted has no bearing on the question of tion In such cases. to a buck pri- 
clie:t. libel or invasion of privacy would the liability of the agency in cases It is hardly necessary to state vate in Uncle 
not be any defense. But it is other- arising in any of the other fields that an advertising agency is liable Sam’s army to 

Pootographs Must Be Watched = wise in some cases of fraud. It was previously referred to. In cases for any criminal acts of which it captain of a 

S milarly, should an advertising pointed out in an earlier article involving infringement of copy- may be guilty, regardless of the company in the 
age cy use a person’s picture in an that an advertiser may be liable to right, infringement of trademarks, fact that it acts as the agent of 149th infantry of 
adv rtisement without his written a consumer on the ground that his or unfair competition, ignorance of another. If it prepares advertising the Kentucky 
con ent, it, as well as the client and advertising matter contained frau- the fact that a wrong is being com- material that is used for fraudulent National Guard. 
the publisher of the medium in dulent statements that were acted mitted is no defense. But in these purposes and sent through the The outfit will 
which the advertisement appeared, upon to the consumer's injury and cases the extent of the liability of United States mails, it may be train at Camp 
oud be sued, especially in New damage. An advertising agency the agency may be different from liable with those engaged in the Shelby, Hatties- 

actual scheme for using the mails burg, Miss. 


' ie ce 


lucts, it 


ilife who 


| pany, 


for such purposes. If it prepares 
copy advertising a lottery, contra- 
ceptives or other forbidden prod- 
cannot escape the law’s 
penalty by claiming that it was 
merely the agent of the real of- 
fenders. And if it is a party to the 
preparation and dissemination of 
advertising matter obscene in_ its 
nature, it will be subject to prosecu- 
tion. Knowledge and intent may 
be elements having a bearing on 
the agency’s guilt in such cases, but 
the mere fact of its being an agency 
has none. 

So far, then, as wrongs against 
third persons and offenses against 
the state are concerned, an adver- 
tising agency is liable in general 
without regard to the fact that it 
IS an agent or agency. 


Goodrich Drug 
Sundries Copy 
to Push Name 


Cleveland, Jan. 22.— The Good- 
rich name will be capitalized by 


the drug sundries division of the 
B. F. Goodrich Company in a 1941 
udvertising campaign which will 
stress the advantages of handling a 
well known brand. The copy will 
present people from all walks of 
have used various Good- 
rich products and who testify to 
their value, 

Business publications to be used 


jinclude American Druggist, Drug 
Topics, Pacific Drug Review and 
Southern Pharmaceutical Journal. 


Two sound slide films also will be 
employed as a part of the distribu- 
tor-salesman education program. 
The rubber sundries division of 
Miller Rubber Company, Goodrich 
subsidiary, will push a similar cam- 
paign to retail druggists, copy fea- 
turing six simple steps to success- 
ful selling of Miller rubber goods. 
Since it has been found that dis- 
tributor salesmen read retail drug 
publications, copy also will glorify 
them by calling attention to their 
knowledge and ability. 
Both Goodrich and 
counts are handled by 
Smith & Ross, Cleveland. 


LaBelle and McKee Head 
New Colgate Divisions 


Colgate - Palmolive - Peet Com- 
Jersey City, N. J., has estab- 
lished a merchandising department 
to create and prepare all merchan- 
dising plans and a sales operation 
department to put those plans in 
operation. The former will be 
headed by Alphonse N. LaBelle as 
merchandising manager of the toilet 
goods division, and the latter by 
Walter W. McKee as sales manager 
of the toilet goods division. 


Adds “Harpers” 


Hadwin H. Richardson, who has 
been Western advertising director 
for Atlantic Monthly for many 
vears, also has been appointed 
Western representative for Harvers, 
with offices at 35 E. Wacker drive, 
Chicago 


Miller ac- 
Fuller & 


Cox to “Your Sport” 

Gerard H. Cox, Jr., 
O’Dea, Sheldon & Canaday, and 
Pedlar & Ryan, New York, has been 
appointed advertising manager of 
Your Sport. 


formerly with 


“Golf” Appoints Cole 

Golf. New York. has annointed 
F. E. M. Cole and Son, Chicago, as 
Midwest representative. 


The company’s 
board of direc- 
tors granted him 
a year’s leave of 
Engelhard, secretary 
taking charge. Company activities 
will be directed by a plan board 
consisting of Mr. Engelhard, R. E 
Deateale, sales manager; A. P. Bon- 
durant, advertising manager; Lee 
Hamilton, assistant sales manager, 
and W. O. Robertson, chairman of 
the board, 

Captain Thompson attended the 
first officer’s training camp in the 
first World War and served with 
the A. E. F. for 17 months as a 
lieutenant in the 2nd division and 
the 369th infantry. 


F. B. Thompson 


absence, J. A 
and treasurer, 


Banks to Albert Frank 


Albert Frank - Guenther 
New York, has been appointed to 
direct a cooperative advertising 
campaign for the Chelsea Savings 
Bank, the Dime Savings Bank and 
the Norwich Savings Society, all of 
Norwich, Conn. The agency also 
has been appointed to handle the 
accounts of the Commonwealth- 
Merchants Trust Company, Union 
City, N. J.; Niagara County Sav- 
ings Bank, Niagara Falls, N. Y.: 
Stamford Savings Bank, Stamford, 
Conn., and the First National Bank 
in Greenwich, Greenwich, Conn. 


Nicholson to | New Post 


Law. 


James R. Nicholson, formerly 
general sales manager, has been 
appointed to the newly created 


position of assistant to the presi- 
dent, in charge of trade and public 
relations, of Jacob Ruppert, Brew- 
er, New York. 


Kleinman to Concord 

Julius Kleinman, formerly with 
Henry Hebald, New York, has 
joined the staff of Concord Adver- 
tising, New York, as an account 
executive in charge of publications 


Royal Coach to Staley 


The Royal Coach Company, 
Hastings, Mich., maker of trailer 
coaches, has appointed Staley Ad- 


vertising Agency, 
to handle its 


Fort Wayne, 
adve rUsing. 


Ind., 


Master Products Appoints 


Master Products Mfg. Company, 
Los Angeles, has appointed Behe! 
and Waldie, Chicago, to handle its 
advertising. Business papers and 
direct mail will be used. 


The Pioneer Voice of Kansas 


Mu 


WICHITA 
Kay Pyle, Gen. Mor. 
5000 Watts - Dial 1050 
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Magazine Publishing Schedules 


Announcement of changes in the 
closing and publication dates of 
several leading women’s magazines 
has emphasized what we believe is 
a very healthy trend in the direc- 
tion of giving magazine advertising, 
especially in the monthly field, 
much greater merchandising value 
than has been posSible under the 
publishing schedules which have 
been generally followed for a good 
many years. 

The fact that a magazine came 
out a month ahead of the date on 
its cover may have been necessary 
from the standpoint of the publisher 
striving to beat a competitor to the 
newsstand, but from the standpoint 
of the advertiser it represented an 
anomaly which could hardly be 
reconciled with practical merchan- 
dising requirements. 

For example, under this program 
a December issue would appear No- 
vember 1 or shortly thereafter. The 
editor treated his December issue 
as a holiday number, with a Christ- 
mas cover and appropriate content 
stressing the Yuletide season. Yet 
consumer buying of Christmas mer- 
chandise obviously had not started 
at the time the advertising got into 
circulation, and hence the value of 
that advertising to the manufactur- 
and merchants directly con- 
cerned must have been greatly re- 
duced. 

On the one hand, if the adver- 
tiser waited for the January issue, 
appearing December 1 or there- 
abouts, he found that the editor 


ers 


was already deep in discussions of 
new year activities, and hence the 
holiday atmosphere desirable from 
a merchandising standpoint 
lacking. 

On the other hand, suppose an 
advertiser decided to feature a cer- 
tain product for a given month, 
with a complete merchandising and 
dealer promotion campaign built 
around it. 
January. To make magazine ad- 
vertising an effective part of the 
campaign, the copy would have to 
be run in February issues. Natur- 
ally it is difficult to explain to sales- 
men and dealers why January pro- 
motion is appearing in February 
publications, especially if an en- 
tirely separate promotion program 
has also been set up for February. 
Advertising executives who 
had the job of providing merchan- 
dising and promotional service built 
around advertising have had their 
headaches figuring out these situa- 
tions, especially as the closing and 
publication dates of magazines have 
varied considerably. 

Shorter intervals between clos- 
ing and publication dates are like- 
being established, and will 
help to give magazine advertising a 
power and flexibility which in many 
instances it has lacked heretofore. 
These are changes which the ad- 
world eager to 
see put into effect, and we are con- 
fident that the reaction will 
vinee publishers of their value. 


was 


wise 


vertising has been 


con- 


New Ideas for Food Advertisers 


Food manufacturers have been 
fully aware of the importance of 
vitamins, and have been selling and 
advertising their products with due 
the part which vita- 
mins play in human nutrition. But 
their efforts seem likely to receive 
a great impetus and stimulus from 
the defense program, in which it is 
evident that the physical condition 
of the 
nation, as well as the population as 
a whole, is to be improved through 
scientific application of all the facts 


emphasis on 


men in the armed forces of 


known about vitamins in foods 
The 
under a 


Press reported 
dateline the 
development: 


dis- 


Associated 
Washington 
significant 
“Government 


following 
experts 
with 
bakers and other food manufactur- 


were 


closed to be working millers, 


ers on a plan to ‘fortify’ foods with 


the vitamins necessary to life and 
vigor 

“Their goal is bringing the peo- 
ple’s health to a peak point for 


national defense work, not only in 
the Army and Navy, but in private 


industry. Dr. W. H. Sebrell, the 
United States Public Health Serv- 
ice’s principal expert on nutrition, 
and scientists in the Department of 
Agriculture agree that the greatest 
deficiency is lack of the vitamin B 
complex, a substance containing at 
least six 
growth and well-being.” 
ADVERTISING AGE has also reported 
the efforts of the millers to develop 
a flour containing all of the vitamin 
and mineral content of whole wheat, 
and commented the 
opportunity successful 


factors necessary for 


has on great 


for promo- 
tion of bread based on this new and 
sensational story of added nutritive 
values. Fleischmann’s Yeast is suc- 

relating the 
story of the vitamin content of fresh 


cessfully impressive 
yeast to the promotion of bread. 
The efforts 
now, as a part of the defense pro- 
will have broad significance 
to all concerned with the advertis- 
ing and merchandising of food 
products, well to workers, 
soldiers and the general public. 


concentrated made 


gram, 


as as 


Suppose the month was | 


have 


Brooklyn Faal 


“But George, we've got a lot of soap!’ 


Ad-libbing 


Hold the Poopliteal! 

Roche, Williams & Cunnyngham 
bulletins the startling news that 
“the pressure is off the “popliteal” 
and then goes on to explain that the 
popliteal is “the back part of the 


leg behind the knee joint,” and that 
client American Seating Company is 
going to do a lot of talking about 
this region in a new campaign re- 
volving around its newest theater 
seat line. As if you and I didn't 
know all the time. 


Last Straw Dept. 

The Ad-libber went to a meeting 
the other day, and when he even- 
tually found it necessary to borrow 
a match as well as a cigaret, he 
was handed an attractive packet 
which described “an exciting new 
taste sensation,” Snow Apple pipe 
tobacco. Further investigation dis- 
closed that this John Surrey blend 
is “delicately flavored with the de- 
licious aroma of snow apples.” 


The whole business caused a 
pretty sad shaking of the Ad-lib- 
ber’s head. Do pipe smokers (of 


which he is more than occasionally 
one) want to smoke tobacco, he 
wondered, or do they really prefer 
the taste and fragrance of snow 
apples, rum, maple syrup, perfume, 
and assorted other taste ticklers? 
And if they do prefer snow apples, 
rum, maple syrup, etcetera, why not 
just eat, drink, gargle or spray these 
products instead of mixing them 
with tobacco and smoking them 
through a pipe’ 


12 Pages Running 

One the most unusual adver- 
tisements to appear in the business 
press during recent months showed 
up in National Jeweler, and perhaps 
other jewelry publications, in Janu- 
ary. It was a 12-page splurge in 
two colors, but what made it inter- 
esting was that it consisted of six 
consecutive right hand pages, fol- 
lowed by three spreads, introducing 
Grande Baroque, a new sterling 
pattern, for Wallace Silversmiths. 

The first page was an announce- 


of 


ment of “the most glorious sterling 
pattern of all time,” without nam- 
ing it, and the second page revealed 
that the design was the masterpiece 
of a man who had already created 
“America’s finest sterling patterns.” 
The following four pages each de- 
scribed and illustrated one pattern 
created by this designer, whose 
name and picture and accomplish- 
ments were finally revealed on the 
first of the three spreads. The sec- 
ond spread eliminated a bit more 
of the suspense by naming the new 
pattern and describing its mood; 


/and finally, the jeweler with eyes 


and brain awhirl was permitted to 
actually see the pattern on the last 
spread. 


Teaching Stockholders 

If stockholders of Swift & Co. 
don’t know how the business oper- 
ates and why, it won't be the fault 
of John Holmes, president. Mr. 
Holmes has developed another idea 
for making stockholders’ meetings 
something other than cut and dried 
affairs at which incomprehensible 
figures and statistics are presented. 
At the meeting Jan. 16 Mr. Holmes 
created a mild sensation by assert- 
ing that “today I should like to tell 
you how the beef and small stock 
division of our company is organiz- 
ed and how it functions. The term 
small stock, incidentally, is packing 
house parlance for lambs and 
calves.” Whereupon he proceeded 
to outline, in considerable detail, 
the operation of this division of the 
company. And what is more, he 
promised stockholders that other 
operations of the vast meat packing 
organization would be similarly ex- 
plained at future meetings. 


Jottings ... 

General Electric Company has 
issued a brochure containing all the 
advertisements in its institutional 
series which have appeared during 
the past two years in some 30 na- 
tional magazines under the heading, 
“More Goods for More People at 
Less Cost.” .. The National Cotton 
Council of America has come to the 
defense of the margarine makers 
with a booklet titled, “By What 
Right,” which sets forth a strong 
against interstate trade bar- 
riers, discriminatory taxes and 
license fees which, the Council 
claims, prevent the consumer from 
obtaining margarine at a fair, com- 
petitive price. 

The two greatest dollar buys in 
the business book line right now are 
Jim Young’s “A Technique for Pro- 
ducing Ideas,” and “Proof,” pub- 
lished by Eastern Industrial Adver- 


case 


tisers, Philadelphia. The latter, 
which contains 17 actual case his- 
tories outlining what happens to 
manufacturers who cut industrial 


advertising because they had “more 
business than they could handle,” 
makes about the most exciting cur- 
rent reading we can think of 


Informat ion 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 1759. Selling the West. 

In this new folder, Electrica! 
West points out that time and dis- 
tance are the big problems in s«'|]- 
ing the West, and provides, in a 
series of time-tables, theoreti a] 
itineraries to show the number of 
contacts, days’ time, miles of tray e}, 
expenses, and the resulting cost per 
contact through personal solicita- 
tion. This material includes a |ot 
of facts about the western market, 
and further pages show how the 
publication can help overcome the 
time and distance factors. 


No. 1760. 

General Printing Ink Corporation 
offers this booklet, which contains a 
transcript of the proceedings at the 
fifth of the GPlI-sponsored printing 
and advertising clinics, this one 
held at the Philadelphia Art 
Alliance in conjunction with the 
Lithographers National Association 
The speeches which are reported 
cover the history, evolution, pres- 
ent status and future of lithography 


No. 1706. The Staff of Stars. 

In this new brochure, The Dallas 
News puts its editorial staff in the 
spotlight. Photographs and text 
present the men and women who 
handle the paper’s own features, 
the correspondent on the Washing- 
ton front, and the specialists all 
over the state who make news of 
Texas agriculture, industry and 
politics come alive for Dallas read- 
ers. 


No. 


Living Lithography. 


1745. Listening Audience, Cen- 
tral New York State. 

This folder,’ issued by WSYR, 
Syracuse, has an inside pocket which 
holds loose leaves reporting five 
different listener surveys. The) 
cover station popularity in princi- 
pal cities, in ten counties nearest 
Syracuse for both farm and city 


listeners, and in a typical farm 
region. The fifth survey shows 
what local merchants think of 


WSYR as a mover of merchandise 


No. 1721. How You Can Use Laure! 
Improved Photo-Offset. 

In this new brochure, Laure! 
Process Company outlines its fa- 
cilities and services, and illustrates 
the speed, economy and flexibility 
of its photo-offset process. Repro- 
ductions show many uses, from 4 
simple, illustrated sales letter to the 
more complicated layout, including 
examples of color work and duo- 
tone. 


No. 1725. The Tri-Cities 
paredness Market. 

The Davenport - Moline - Rock 
Island market is mapped and 
alyzed in this new folder issued b) 
the Rock Island-Moline Argus and 
Dispatch. It brings out the cur! 
activity of the area, due to the huge 
defense program at the Rock Islind 
Arsenal, with consequent incre:s 
of employes, payrolls and building 


No. 1708. Semi-Annual Report 

In this bulletin, which is «d- 
dressed to its advertisers and tel! 
agencies, The United States News 
reports on its progress. The bu'le- 
tin enumerates the extra benefi 
subscribers through the pul 
tion’s change to magazine fo: m@! 
January 1, and reveals the a dee 
interest shown by increased c) cl 
lation and newsstand sales 


No. 


a Pre- 


1710. 
Action. 
Kimberly-Clark Corporation 5@ 
issued this institutional bro 
which is not only the sto 
paper-making, but also a rec 
progress since the comp ‘ny 
founding in 1872. 


Industrial Genius 
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SINGLE COLUMNS 
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—2 SS 
° thy" S te a price Fan 
Unusual in treatment are these single 


column newspaper advertisements which 

will appear shortly for National Brewing 

Company, Baltimore. The advertisements 

were created by Robert E. Lee, New 
York poster designer. 


Voluntary Chain’s 
Consumer Magazine 
to Start in June 


Bruce Barton Speaker 
at IGA Merchandising 
Convention 


Chicago, Jan. 22.—With no less a 
personage than Bruce Barton lend- 
ing his presence to the occasion, 
publication of Yours Truly, a 
monthly magazine to be distributed 
through its 6,000 stores, was an- 
nounced at a jobbers’ meeting at 
the Knickerbocker Hotel this morn- 
ing by Independent Grocers’ Alli- 
ance of America, voluntary chain. 
The magazine will make its appear- 
ance May 15 dated June. It will sell 
for three cents and will emphatic- 
ally carry advertising, thus follow- 
ing the trail blazed by Great 
Atlantic & Pacific Tea Company 
and others. Yours Truly, however, 
is heralded as the first magazine 
to be published by such a chain. 
Initial advertising rates are based 
on 500,000 circulation. 

The president of Batten, Barton, 
Durstine & Osborn, in whose ap- 
pearance the wholesalers manifested 
deep interest, devoted only a few 
opening sentences to his opinion of 
Yours Truly, passing on to discuss 
“the state of the nation” at some 
length. While he recalled, some- 
what wistfully, the old days when 
the Republicans held command of 
the nation’s destiny, he ended with 
a not too enthusiastic endorsement 
if things as they are today and as 
they will be when the present 
emergency” has passed. John C. 
Cornelius, vice-president in charge 
{ BBDO's Minneapolis office, fol- 
lowed Mr. Barton on the program. 


Evaluation of Paper 


Such publications as Yours Truly, 
Mr. Barton said, do not replace na- 
tonal advertising media, but sup- 
blement them by providing a con- 
entration of circulation at the point 
f purchase, and by giving manu- 
‘acturers unusual opportunities to 


a a eA RRR > RR eR 


BABIES NEED THINGS! 


Loads of needs for baby and for 
mother. Mother is bewildered by 
the array of products which are 
made to cater to her needs. Sound. 
scene advice from her Cradle Car 
hurse is not only heeded but wel- 
comed. Our nurse arrives when 
the mother is in a receptive mood. 
Your product walks in with her! 


Ie Chadle (an Servier, Sne 
On, Kingshighway 


St. Louis, Mo. 


tie up with the merchandise on the 
shelves of the stores. 

Mr. Barton quoted the late C. W. 
Barron as saying in the lush 20's 
that human nature is too perverse 
to be able to deserve prosperity 
long. Easy acquisition of the luxu- 
ries leads to laziness, speculation 
and extravagance. A President of 
the United States referred to “fools’ 
gold,” saying that some day it has 
to be made good by sweat on men’s 
brows. 

While the speaker indicated that 
he is in full accord with this view, 
he also believes that for a time, at 
least, the United States will enjoy 
a boom even surpassing that of 
1919. The full impact of the billions 
of government spending will not be 
felt for some time. In the mean- 


time, the buying power of the 
masses has been tremendously ex- 
panded. Taxes, however, are the 
new factor, Mr. Barton expressing 
the view that comparatively little 
of the money which passes through 


the business man’s hands will be 
retained. 
Clubs, hospitals and charitable 


organizations will suffer because of 
the increasingly slight returns on 
their invested funds. However, all 
of these facts merely mean that the 
American way of life is entering a 
new phase, he believes. 
Sees Classless Nation 

“The republic has always moved 
forward,” he said, “and we must 
maintain faith that this will con- 
tinue to be true. We may, after all, 


be a better nation by reducing some 
of the fortunes created in another 
era and lifting incomes of the lower 
brackets. Bringing new taxpayers 
into the fold will tend to make bet- 
ter citizens by making voters more 
jealous of government powers. The 
society of the future will be more 
classless than any that has ever ex- 
isted in the United States. If no- 
body can get rich under the new 
rules, everybody has a chance for 
a reasonable share of the good 
things of life. 

“The young folk of today ask only 
for a chance to work. If they are 
not afraid of the future, why should 
we be?” 

While predicting a terrific dislo- 
cation in Europe at the end of the 
war, Mr. Barton said that marriages 


and births continue even in the 
midst of carnage. Ultimately, the 
good balances the evil, and the 
world goes on. 


Returns to Bali 


Alan H. Rosenberg, formerly 
with Pauline Gordon, Inc., New 
York, has returned to Bali Bras- 


siere Company, New York, as di- 
rector of sales and advertising. He 
was associated with Bali before 
joining Pauline Gordon. 
Hosler to Kane 

Lyle Hosler, supervisor of dis- 
tributors’ cooperative advertising of 
the Caterpillar Tractor Company, 
Peoria, Ill., has been made man- 
ager of the new Kane Advertising 
Agency office in the Commercial 
National Bank bldg., Peoria. 


Army to ‘Spend Millions. 
At City Field on Base 
For Bombing Squadron n} 


Oeeter a At aad 


{, Army takes over Oklahoma City’s present municipal Class 4 airport for 37th 


en we at a a | 


Steet ah se, Sate 9 ee 


my 
\ 


army air corps base. 


2, Here government begins construction of 120 buildings, hangars and supple- 
mental improvements for permanent home for 48th bombardment group's 200 


officers, 2,200 enlisted men and full equipment. 


3, CAE approval secured, land purchased and construction started on new 640- 
. . 
acre Class 4 municipal airport large enough and equipped for any type of airline, 


commercial or private flying. 


4, Contract let and work started on still another project, 
. . 
hangars and other improvements for army primary flight training school; flight 


instruction to start March 22. 


5, Government designates city’s Wiley Post airport as base for advanced training 
. 


of flying instructors. 


THE DAILY OKLAHOMAN * OKLAHOMA CITY TIMES 


THE OKLAHOMA PUBLISHING COMPANY 


THE FARMER-STOCKMAN * MISTLETOE EXPRESS 
SprIncs * KLZ. DENVER (Under Affiliated Mgmt.) * 


The army maintains its cus- 
tomary taciturnity with regard 
to future plans but present ac- 
tivity points to Oklahoma City 
as a key city in the nation’s de- 
fense program. 


. ot 5 
eat 


@ The clattering of hammers and saws 


fashioning a complete city of barracks 


tons of concrete into runways . 
droning of squadrons of huge bombers 
overhead .. . 
many markets into business bright 


the chugging of mixers pouring 
. the 


all of this has pushed 


spots during the past few months. In 


Oklahoma City this sales-motivating 


activity is serving to supplement an al- 


ready established buying power that 


results from steady, year-in and year- 


out basic production. Oklahoma stands 


in the top rank among the agricultural, 


petroleum, 


lead and zinc producing 


states of the nation. It is a vital factor 


in the feeding, clothing and fueling of 


including barracks, 


the army. It is a hotbed of activity in 


the nation’s air force expansion pro- 


gram. As such it presents a market 


REPRESENTED BY THE KaTz AGENCY, 


for advertisers where sales dollars will 


be working overtime the next year. 


* WKY, OKLAHOMA City * KVOR, CoLoRApo 


INC. 
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ECONOMY 
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consumer coud ha 


Arithmetical Average — $%0.457 


Reproduced from P.M... . New York's unique newspaper . 


crusading against Price-Fixing. 
Column of the Table printed below are from Frank’s 
Economy Store's previous cdvertising and every arti- 
cle mentioned is NOW ON SALE at these prices. 


Price Fixing 
Hits Poor 
The Hardest 


Minimum Set by Manufacturers End 


The Feld-Crawford Act Does This 


Here is a list of 50 well-known, fast selling, trade-marked commodities 
on which the manufacturers have fixed a minimum retail price in New York 
State under the Feld-Crawford Act. In Vermont, where there is no Feld- 
Crawford Act, retail prices are fixed by the retail merchant. The Vermont 
prices gwen below were obtained from Frank's Economy Store of Burl ngton, 
Vt. These prices are not in effect every day at that store, but a barga n-w ise 
found them advertised from time to time during the last 


six months, Prices everyday, however, are lower than the New York man 
ufacturer's minimums 

Retail New York Lowest New York 

List Fixed Vermont Consumers 
Price Minimum Price Lose 
Adex Tablets, Squibb $1.00 $0.79 £0.69 0.10 
Aime GR anseeeeeee 4 49 32 17 
Armand Face Cream —-__ 50 19 ne 10 
AGC ene 25 21 17 o4 
Bayer's Aspirin, 100's 75 a) 36 23 
Bromo-Seltzer 0 25 1h 10 
Calox Tooth Powder 50 ’ 18 a1 
Chamberlain's Lotion — 50 12 33 i 
Colgate’s Tooth Paste 5 83 22 il 
Coty’s Face Powder —.-_._ 1.00 1.00 79 a | 
Cotte: TO ances 3 a1 1% 12 
Dextri-Maltose, 1 Ib. | .75 63 ‘7 16 
Eastman Films, 116V 35 32 19 13 
Relat ease 5 19 15 om 
Feen-A-Mint eee 25 19 13 06 
Fitch's Shampoo —._ ——_ .75 49 29 20 
Fletcher's Castoria - 40 $1 21 10 
Gitlette Blades, 5's 25 25 4 11 
Gites We ane 3 49 26 23 
Hind’s Hon, & Al.. Cream — — i” ’ 28 11 
Ipana Tooth Paste ——— ’ 24 15 
Italian Balm = naa: a 29 19 10 
J. & J. Baby Tale 25 "9 09 19 
Lady Esther Eace Cream — 55 9 24 5 
Lanteen, Blue Refili _.— BS 79 -_ -_ 
Lavoris ieee, CiOe 79 a5 “4 
Listerine, Liquid nme ae 23 5 om 
Listerine Tooth Paste .26 19 4 05 
ysol owen ST 23 13 10 
Mennen's Antiseptic Oi! ——— w 43 oR 15 
Mennen's Antiseptic Bor, Tale 25 19 "4 % 
Miles Nervine Liquid —__._ 1.00 RN 59 24 
Mistol with Ephedrine — 25 33 19 3 
Nature's Remedy —.._ 24 2% 6 o7 
Pablum ——— » a 27 16 
Palmolive Shave Cream 2h ms} on M4 
Pepsodent Antiseptic ~—_ oe ”y 19 20 
Pepsodent Tooth Paste _... 25 19 4 O5 
POUR eons 2 19 7 12 
Pinex ee 4 45 oo 
EE 0 2! 4 11 
Scholl's Corn Pads ———____ 35 31 23 OR 
Sloan's Liniment _._—_————_ 35 29 21 OB 
TS cee «60 10 05 O8 
Unguentine, tube _- ___ 50 43 26 17 
Vaseline Hair Tonic 40 37 28 a] 
Vicks Vatronol ___- 30 4 18 08 
Vicks Vapo Rub ._._....... 7 29 oR 
(eee a9 26 13 
Williams Aqua Velva nO “9 a4 15 
Williams Shaving Cream —— 35 29 18 11 
$0,581 $0254 $0,127 


NOTE: P. M. is printing daily one of a series of factual articles on the workings of 
Price-Fixing, Price-Raising Laws. We suggest these articles will be very helpful to 
all consumers and students of political economy. 


The prices in the Third 


Bargains for Patrons of 
Low-Cost Stores. 


Portion of a recent advertisement for Frank's Economy Store, Burlington, Vt., in which | 


this outstanding battler against fair trade 
reprinting the material from a series which 
advertising newspaper. 


quotes comparative prices on 50 items, 
has been running in PM, New York's non- 


The current Journal of the National Association of Retail 


Druggists vigorously attacks the price list shown here, asserting that the Vermont total 
is $1.99 less than the wholesale cost of the merchandise. 


Ingersoll-Waterbury 
Launches 1941 Campaign 


The 1941 campaign of the Inger- 
soll- Waterbury Company will be 
based on the theme, “Again Inger- 
soll Leads the Way,” and will again 
carry the warning, “Don’t Gamble 

Buy Ingersoll.” Copy will fea- 
ture such new models as the sweep- 
second “Warrior,” designed for men 
in the service of the United States. 

Publications scheduled include 
The American Weekly, the Sunday 
rotogravure sections of 50 news- 
papers and two farm publications. 


Public Relations Book Out 

The American Trade Association 
Executives, Washington, has issued 
a 48-page booklet on “Trade As- 
sociation Executives and Public Re- 
lations,” which is a report of the 
1939-40 public relations committee 
headed by Clark Belden, executive 
secretary, the New England Gas 
Association, Boston. The price is $1 


Franklin Outdoor Takes 
Over Rown-Gaines 


Franklin Outdoor Advertising 
Company, 2315 N. Miami avenue, 
Miami, formerly of Philadelphia, 
has taken over the operation of the 
Rown-Gaines painted bulletin dis- 
play plant, Miami. Leo A. Carlin 
is president of the Franklin Com- 
pany. J. Joseph Frank, secretary- 
treasurer, will have charge of Flor- 
ida operations. 


Pick Four A’s Chairmen 

3ruce Barton, president, Batten, 
Barton, Durstine & Osborn, has 
been appointed chairman of the 
program committee for the guest 
day session of the 1941 annual con- 
vention of the American Associa- 
tion of Advertising Agencies at 
The Homestead, Hot Springs, Va., 
May 1-3. H. H. Kynett, Aitkin- 
Kynett Company, Philadelphia, has 
been appointed chairman of the na- 
tional committee on newspapers of 
the association. 


| directed to 


lapply to 


wWCSC 


SERVING COASTAL CAROLINA 
1000 — 500 watts « CBS 


CHARLESTON, S. C. 


Advertising to 
Be Electric Eye 


Broader Industrial Mar- 
kets Goal of '41 Cam- 


paigns 


Chicago, Jan. 21.—Designed to ac- | 
celerate a trend which has been in | 
evidence for several years, 1941 
advertising of Masonite Corpora- 
tion will in large part be given a 
scouting assignment—the task of 
uncovering manufacturers who can 
use this man-made material to a 
greater or lesser extent in their 
fabricating operations. As far back 
as 1935, ADVERTISING AGE reported | 
that Masonite, peculiarly adapted | 
to shaping and processing, was sell- | 
ing 40 per cent of its footage to 
manufacturers, with the other 60 
per cent going to the building field. 
Since that time, the equator has | 
been crossed and a larger volume | 
is being absorbed by industry than 
by construction. In addition the 
volume in both fields has greatly | 
increased. 

Use of Tempered Presdwood, one 
type of hardboard, has been particu- 


: , } 
larly noteworthy in the airplane | 
field, though it by no means ex- | 
plains the company’s continuous | 


growth. Millions of square feet of | 
Masonite products go annually into 
automobile bodies, railway stream- | 
liners, highway buses, street cars, | 
dies for shearing and forming sheet 
metal, radios, electric clocks, games, 


toys, office furniture and_= store} 
equipment. 
Strikes Timely Key 
First of the 1941 series in The 


Saturday Evening Post was keyed | 
to the defense program, with 
Masonite telling of the Guerin 
process, developed by an executive 
of Douglas Aircraft Company, 
which is cutting time in the re- 
armament race by making dies of 
specially laminated, Tempered 
Presdwood. The February § copy 
will also have a military flavor, 
discussing the almost innumerable 
applications in cantonments. The 
Post in two colors, while 
black and white on a general in- 
dustrial use theme will run in Time. 

This campaign, like part of that 
homeowners, is calcu- 
lated to induce readers to do some 
thinking about Masonite products 


series is 


j}and, in the case of manufacturers, 


to make them more receptive to 
calls by the company’s sales organ- 
ization. Producers with especially 
knotty problems may be induced to 
the company for advice 
and assistance. Several industrial 
trade papers also will be 
this campaign. 

While wooing industry at large, 
Masonite has continued to improve 
its position in the field in which it 
found its first market. Four-color 
advertising in American Home and 
Better Homes & Gardens will pre- 
sent the handiwork of noted archi- 
tects Jerrold Loebel, president, 
Chicago Chapter, American Insti- 
tute of Architects, has designed a 
living room and dining room to 
demonstrate the versatility of 
Tempered Presdwood. Otto Teegan, 
of Scott & Teegan, New York, has 
contributed a kitchen and bathroom 
for the second advertisement in 
this creative series. Mr. Loebel in- 
dicated how Presdwood fits into 
modern living conditions by plan- 
ning a dining room which, after 
serving that purpose, may be con- 
verted into a game room. The liv- 
ing room also serves as a den 


History of Product 


Other publications on the 1941 
schedule Holland's, Household, 
Popular Mechanics, Popular Science 
Monthly and Building Supply News. 
Architectural Forum and American 
Builder have been retained. To in- 
troduce Cell-U-Blanket, an insula- 
tion product recently added to its 
line, Masonite used page and half- 
page copy in trade publications in 
‘ January The account is handled 


are 


vented in 1925 by the late W. H. 
Mason. Wood chips are impreg- 
nated with steam and exploded by 
its sudden release. The wood is 
thus broken down into long, clean, 
cellulose fibers and lignin, the ad- 
hesive which holds wood together 
in its natural state. Impurities are 
removed and the material is formed 
into a heavy mat or wet lap. Sub- 
jected to pressure up to 1700 tons, 
the mat is compressed into boards, 
the original lignin serving as the 
binding material. 


While all Masonite Presdwoods 


and densest. The tempering pr 
substantially increases the m 
ure resistant qualities. Other c¢ 
acteristics are resistance to a! 
sion, inherent structural strer eth 
and hard, smooth, non-porous 
face, lacking the grain which ca 
wood to crack or splinter. 
Found Special Uses 
Due to these special advant: 
Masonite products have fi 
many specialized uses in w! 
they excel and, therefore, they 
not compete broadly with nat, 


i ecightormathtigeainca han ie 


. "| Look at this graphic population pic- 
Phoenix 65,434; Phoenix trad- 


fo ture! 


HAT a 10- 


year rec- 
ord! Gains on 
top of gains. 
Population in- 


creases clearly 
indicate that 
Phoenix and Ari- [jj 
zona are destined [// 
to become even | 
more important 
national markets. 


ing area 347,819; Maricopa county 
185,356; state of Arizona 498,520 .. . 


each an official U. S. census count soar- 


used in| 


PHOENIX 


ing above average gains on every front. 
Keeping pace with population coverage 
are two tested mediums in this gold 
nugget of western markets. 
ready to serve those who recognize an 
outstanding sales opportunity. 


REPUBLIC AND GAZETTE 


and its affiliate the 


ARIZONA BROADCASTING COMPANY 


Each is 
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ADVERTISING AGE 


in the building industry. Be- 
they are manufactured prod- 
pressed hardboards neces- 
cost more than ordinary lum- 
but this creates no _ serious 
resistance. While some reluc- 
might have been encountered 
early days of the company, 
trade and consumers quickly 
ied their acceptance. Dis- 
ion is. through established 
r dealers. Popularity of the 
s also indicated by the fact 
other companies have been 
-d as del credere agents to 
lasonite hardboards. 


7 

IHC Centralizes 
Farm Research 
. * * . 
in New Division 

Chicago, Jan. 23.— To centralize 
research activities in farming prac- 
tices and particularly new uses for 
farm products, International Har- 
vester Company has_ appointed 
Arnold P. Yerkes head of a new di- 
vision to be knownas Farm Practice 
Research. Hal C. Wright succeeds 
Mr. Yerkes in charge of advertising 
production, a post corresponding to 
copy chief of the catalog and direct 


mail departments. William O. Max- 
well, of Aubrey, Moore & Wallace, 
which has been associated with In- 
ternational Harvester advertising 
for 17 years, succeeds Mr. Wright 
in the publication copy division. 
Mr. Yerkes has been with IHC for 
22 years, Mr. Wright for 19 

In making this announcement, 
J. L. McCaffrey, vice-president, 
said that the centralization of re- 
search “will enable us to be of 
greater assistance to agriculture in 
general and place us in a position 
promptly to recognize and meet re- 
sulting demands for new machines 
or modifications in existing equip- 


ment.” The new division will main- 
tain constant liaison between In- 
ternational Harvester and state and 
federal experiment stations and 
laboratories, agricultural schools 
and colleges and other organiza- 
tions experimenting with chem- 
urgy. Mr. Yerkes came to IHC from 
the U. S. Department of Agricul- 
ture, where he was engaged in 
farm machine research 

Such developments as manufac- 
ture of cigaret paper from flax 
straw and the possible use of hemp 
in plastics have focused the atten- 
tion of the farm industry on indus- 
tral potentialties. 
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AFTER COFFEE 


| Owens-lllinois is making a frontal attack 


on coffee packers with a special series 
of Duraglas advertisements, of which 
this is the first. 


Owens-Illinois 
Opens Drive for 
Coffee in Glass 


Toledo, Jan, 22.—A national cam- 
paign emphasizing the advantages 
of coffee vacuum-packed in Dura- 
tlas containers has been launched 
by Owens-Illinois Glass Company. 

Copy for the first advertisement 
in The Saturday Evening Post of 
Jan. 18, headlined “What Duraglas 
Means in Packaging the Nation’s 
Products,” reads, “With the perfec- 
tion of the Duraglas method, hun- 
dreds of familiar products can now 
be packed in glass. Hundreds of 
products formerly denied the ad- 
vantages of a transparent container 
will now greet your eyes in stores 
Hundreds of products previously 
packed in other containers, because 
glass was considered expensive, will 
now go to market in sturdy, 
nomical Duraglas containers.” Copy 
is illustrated with a pretty house- 
wife against a kitchen background 
holding a Duraglas’ coffee  con- 
tainer 

Other advertisements will appear 
in the Feb. 1 Collier's, and Jan. 27 
Life, with special attention devoted 
to coffee in subsequent months 

D’Arey Advertising Company, St 
Louis, has the account 


eco- 


LIAA Plans Round Table 


The Eastern round table of the 
Life Insurance Advertisers Associa- 
tion will be held March 14 at the 
Hotel Pennsylvania, New York 
Arthur H. Reddall, Equitable Life 
Assurance Society, New York, has 
been named chairman of the com- 
mittee in charge of arrangements 


BBB Issues Home Guide 


“Facts You Should Know About 
Buying or Building a Home” is the 
latest of a series of booklets on 
business, merchandise and financial 

subjects to be issued by the Na- 
tional Better Business Bureau, New 


York 
FM Permit to KDKA 

KDKA, Pittsburgh, has been 
granted a permit to build a fre- 
quency modulation station. WWSW, 


Pittsburgh, already has a_ permit, 
WJAS is awaiting action on its ap- 
plication and WCAE plans to make 
opplication 


Reeves Advances Lamb 


Knox Reeves Advertising, Min- 
neapolis, has appointed Fred Lamb, 
a member of the agency staff since 
1936, as account executive handling 
Purasnow and associate mill brand 
flours and the farm service division 


of General Mills 


BEFORE YOU INVEST 


THIS YEARS'ADVERTISING APPROPRIATION 
INVESTIGATE 


The possibilities of the Negro mar- 
ket. Last vear 14,000,000 Negroes 
spent over Two Billion Dollars. 
Full details on how to get your 
share of this market on request. 


EDWARD A. BAKER CO. 


Publishers Kepresentatives 


157 Book Bldg. Detroit, Mich. 
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Again in 194 
all othe 


FOR THE: THIRTEENTH C 


G7I0_\N THE 33 CAB CITIES! 


An analysis of CAB ratings for all sponsored network programs for the entire year of 
1940 shows that the average audience to NBC Red programs. both day and night, ex- 


ceeded that of any other network every month throughout the year. 


DAY—During the important daytime hours 
(from 9:00 A.M. to 6:00 P.M.) NBC Red / 


topped all other networks in average pro- 


gram ratings every month of 1940. In an- 
nual average program rating, NBC Red | 
won a decisive victory with a 19.6%, ad- 


vantage over its nearest competitor. 


tcc, So a : ee 
oe pee ae 


These charts show the average CAB ratings. per quarter hour 
unit, of all sponsored programs on the two leading networks. 


= bas ‘ NIGHT— During the highly competitive 
evening hours (6:00 P.M. to 12:00 M) NBC 
Red again topped all other networks in 
average program ratings every month of 
1940. Again in annual average program 
rating, NBC Red had an 18.2% lead over 


Network number two. 


c 


: Again in 1940, analysis of all sponsored network CAB program ratings shows 4 ; 


| i that, on the average, NBC Red has more of the f st ten programs—the first - 
fe -  twenty—the first thirty—yes, even the first forty—than any other network. 
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CONSECUTIVE YEAR- 


77I0—~\N THE NATION! 


But NBC Red’s leadership among networks is not lim- 


ited to the one-third of the nation’s radio audience 


measured by the CAB, 
In 1940, advertisers and agencies. for the first time 
in radio history. were able to evaluate network listening 


audiences on a complete nation-wide basis through the 


NBC Red leads 


Networks! 


NBC 


Here is a complete national comparison of networks— 


All-County Census of Network Listening Habits. 


based not alone on evaluation of program popularity 
as measured by standard rating methods—but on 
clarity and dependability of reception and geographical 


coverage as well. 


Consider These Facts: 


- Based on the voluntary votes of 166.000 radio families, in every U. 


in the United States— 


DURING THE DAY—36.9°° more families “Listen Most” 


“to the NBC. Red than to any other network. 


NBC RED 
Serit- 
Strit- 
Serit- 
Sort 
Serit- 


5. County—one out of every 168 radio families 


AT NIGHT— 11.7' 
NBC 


% more families “Listen Most” to the 


Red than to any other network. 


IN DAYTIME AUDIENCE 


IN NIGHT-TIME AUDIENCE 


IN TOP-RATED PROGRAMS 


IN LISTENERS’ VOTES 


IN LEADING ADVERTISERS’ DOLLARS 


THE NETWORK MOST PEOPLE LISTEN TO MOST 


NATIONAL BROADCASTING COMPANY 


A Radio Corporation of America Service 
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Voice of the Advertiser 


This department is a reader’s forum. 


Cause and Effect 


To the Editor: The advertise- 
ment of Artkraft Sign Company 
appearing in the Dec. 9 issue of 


ADVERTISING AGE and that of Bell & 
Howell in the December issue of 
American Cinematographer suggest 
the joint caption “Easy Come— 
Easy Go.” Tear sheets of these two 
advertisements are enclosed. 
W. C. KALB, 
Commercial Engineer, National 
Carbon Company, Cleveland, O 
v v v 

Two-Fingered Nurse 
Had an Early Call 


To the Editor: Mr. Conrad Fred- 
erick Smith's letter in your Jan. 13 
issue, commenting on the illustra- 
tion of the two-fingered nurse, used 
simultaneously by The Saturday 
Evening Post and El-Rees-So 
Cigars, was all that was needed to 
catapult us into fray. 

The “one and only,” original 
nurse-twin illustration is a PHO- 
TOGRAPH, made by H. Armstrong 
Roberts several years ago. It ap- 


FIRST DOUBLE? 


A photographer enters the two-fingered 
nurse discussion. 


pears in the enclosed page from our 
eatalog and has looked at many 
readers from house organs, trade 
publcations, magazines and news- 
papers, with a_ few _ billboards 
thrown in for good = measure. 
American Radiator, Phillips 66 Gas 
and Fels Naphtha were among the 
advertisers who used our nurse, 
and she seemed quite happy about 
it for she is still smiling the same 
as ever. 

As for the twins—they are now 
running all over the place. My, 


oh my! How time does fly! 
J. T. GREENE, JR., 
General Manager, H. Arm- 


strong Roberts, Philadelphia. 


vo 
Gas-Electric? 

To the Editor: This page from 
Editor & Publisher looks like one 
for your “Voice of the Advertiser” 
page. Isn’t that gas torch on the 


Letters are welcome. 


SALES JUMP, SO LUXURIES ARE BOUGHT 


ve LETTER Gram + 


MY NEW SIGN 
INCREASED MY SALES 


ry 


*FPREL one ’ } 

a | 

{ 1 | 

hd P| | j 
SIGNS OF 
LONG LE 


wy ARTKRAFT SIGN COMPANY 


Kieou-Whdt? 


I'M GOING TO GIVE MYSELF 
A jlme MOVIE CAMERA! 


Quick turnover by an advertising model is discovered by an AA reader. 


ELECTRIC EYE 


| 
4 
i 


AA reader has a hunch that the symbol 

on the refrigerator in this ad, which 

talks about "glistening electric refrigera- 

proves the box is a qgas-operated 
product. 


tors.” 


Servel Electrolux 
Make your’ own 
*Hot-house,” etc. 
E. S. McKay, 
Publicity Department, General 
Electric Company, Schenec- 
tady, N. Y. 


- FF 


The Wishing Well Is 


Already in Operation 

To the Editor: We in Battle 
Creek, and particularly those of us 
who are associated with The 
Enquirer and News and its affiliated 
radio station, could not help but 
note the reference made by Copy 
Cub in your Jan. 13 issue about the 
new Indianapolis radio — station, 
WISH. 

We take exception to the “and 
of course you're permitted to start 
wishing it had a companion station 
named WELL.” If you will refer 
to your radio guide you will find 
that radio station WELL (appro- 
priately named for the Health City 
of the world) has been owned and 
operated by The Enquirer and 
News practically ever since’ the 
days of the crystal receiving sets. 

Under the circumstances while 
you have given your readers the 
permission to wish that such a 
companion station to WISH would 
be named WELL, many national as 
well as local advertisers have been 
using WELL for several years inas- 
much as they are associated with 
the National Broadcasting Com- 
pany Blue Network and the Michi- 
gan Radio Network, on a frequency 
of 1420 ke and doing a darn good 
job of being Battle Creek’s “News- 
paper of the Air,” in conjunction 
With its newspaper institution, The 
Enquirer and News. 

R. H. Newcomer, 

Advertising Manager, The En- 

quirer and News, Battle Creek, 

Mich. 


refrigerator the 
trade mark”? 
“wheezes” about 


=~ 3} 


Wants Reprints 

To the Editor: We 
Nov. 18 issue of ADVERTISING AGE 
reprints of advertisements written 
by Mr. O. B. Winters. Would it be 
possible to obtain large reproduc- 
tions of these ads suitable for fram- 
ing? We believe these should be in 
every advertising agency office 

A. R. Brooks, 
Manager, Advertising 
Agency, Los Angeles 


note in the 


3rooks 


yw? 
From the Post Office 

To the Editor: Reference is made 
to the Jan. 6, 1941 issue of ApveEr- 
TISING AGE, on Page 21 of which is 
an announcement of an enterprise 
sponsored by Axton-Fisher Tobacco 
Company whereby, as a result of a 
drawing, all born on a 
certain date will share in a “birth- 
day award” of $1,000. 

In this connection you are _ in- 
formed that Section 601, Postal 
Laws and Regulations, forbids the 
transmission by mail of any pub- 


persons 


lication containing information re- 
5 


garding enterprises where prizes 
are distributed by lot or chance. 
Corrective action should, there- 
fore, be taken at once to eliminate 
reference to this and similar enter- 
prises in future issues of your pub- 
lication. 
ERNEST J. 
Postmaster, 


KRUETGEN, 
Chicago, Tl. 


vgv¥s iy? 


Miles Finds Advertising 
Falling Behind Markets 

To the Editor: From all indica- 
tions, advertising and merchandise 
are not keeping pace with expand- 
ing markets. This may be due to 
the fact that the markets have been 
expanding rather more rapidly than 
many of us anticipated. Then again, 
a good many advertisers are radio- 
minded and, as the number of avail- 


able time bids on the radio is lim- 


|ited, opportunities for expansion 
along the lines is limited. 
Many manufacturers will un- 


doubtedly coast along, and possibly 
this is the wisest course, as evidence 
may occur which will upset or nul- 
lify the most careful long range 
planning. 

The advertising of our company 
will expand as the sales increase. 
Our arguments are both for and 
against this way of making an ad- 
vertising budget, but we have 


hitched our advertising appropria- | 
tion to the tail of our sales, and will | 


spend in proportion as we sell. This, 
of course, applies only to our estab- 
lished lines, and our new products 
will have a sufficient campaign put 
behind them to put them across, we 
hope. 
H. S. THOMPSON, 
Advertising Manager, Miles 
Laboratories, Inc., Elkhart, Ind. 


v v v 
Wins Its Share 
To the Editor: You've’ been 


plagued so much with our ads, that 
I think you ought to know some- 
thing. At the recent NRDGA con- 
vention ... among the advertising 
prize winners were not just Macy's 


. and not just Bamberger’s .. . | 


BUT GENUNG'’S. How do you like 
that? 
CLARENCE C. JONES, 
Advertising Director, Genung’s, 
Inc., White Plains, N. Y. 


v v v 
In High Society 
To the Editor: I know that most 


of us think of industrial stores, par- 
ticularly those in coal mining com- 


munities, as third-rate outfits that 
hike prices and sell cheap mer- 
chandise. 


For that reason, I wonder if your 
readers would not be interested in 
knowing that Koppers_ Stores, 
located at the mines of The Kop- 
pers Coal Company in West Vir- 
ginia, are listed along with Oppen- 
heim Collins, New York; Gimbel’s, 
Philadelphia; and J. L. Hudson, in 
Detroit, in an advertisement which 
Country Club Frocks ran in the 
January 1941 issue of Mademoiselle. 


ee 


FASHION NEWS 


COUNTRY CLUB FRO 


The difference between the indust ial 

store of yesteryear and that of today is 

emphasized by this dress advertisem:nt 

which lists Koppers Stores as outlets, 
along with retail shops. 


I am enclosing a proof of the ad 

H. J. MANDEVILLE, 
Director of Publicity, Ketchun 
MacLeod & Grove Inc., Pitts 
burgh. 


The patented Galv-Weld 
frame construction prevents 
rust and vibration. 


vARTKRA 


SIGN CO, LIMA, OHIO 
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scaizafion of 
Fffort Developed 
for Pillsbury 


Ne. York, Jan. 21.—Seeking to 
set » .ximum results from its local 
“dver ising, Pillsbury Flour Mills 
comp ny has adopted a_ highly 
lect ve marketing plan by which 
rom tion for its grocery products 


eorcentrated in neighborhoods 


ith 


1e highest sales potentials. 

All local advertising efforts are 
osely linked with Pillsbury’s na- 
‘ional advertising in magazines. 
Since a network show was dropped 
ast ring, a greater share of the 
ompany’s promotion budget has 
een spent in localized media. Out- | 
igor posters and newspapers are | 
ised most cities, with spot radio | 
scheduled in others. 
In New York, three-sheet posters | 
ve the basic medium, and news- 
paper space is employed periodi- 
ally to announce special promo- | 
tions With the assistance of 


Criterion Advertising Company 
poste! 
est retail trading areas have been 
selected to advertise Farina cereal 
ind Pillsbury’s Best flour. 


Intensive Study Made 


Under the direction of Clark J. 
Buswell, grocery products sales 
nanager for the New York divi- 
sion, a field man from Hutchinson 
Advertising Company, Minneapolis, 
the Pillsbury agency, spent six 
weeks in New York before the 
jutdoor showing was begun, study- 


ng both the market and media. 
Outdoor copy for both 


tion. The patriotic angle is also 
sed. Farina is promoted for its 
food energy for growing Ameri- 
ins,” and “for husky Americans 


ung and old.” 
tains “thrift stars” 


which are 


June, but 
Pillsbury 


only the 
magazine 
nentioned the offer. 


most 


An arrow on 
he package front calls attention to 
letails of the plan which are 


rinted on the side of the container. 
posters now being shown here 


New 
ilso 


refer to the premium offer 


Figaro Appoints Leche 
Figaro Company, Dallas, 
i liquified smoke-curing 
for meats, 
Leche, Dallas, 
sing 


of the 


to handle 
throughout the farm 
South, 
sis on 
jor consumers markets. 
newspapers, dealer aids 
media will be used. 


Reverse Miller Conviction 


The conviction of the Miller Gro- 
erterias, Denver grocery chain, of 
lolating the state unfair practices | 


reversal 
court, 


ourt 


by 
lo 10 


The 


in a 
supreme 


sociation. 


Wayside Appoints Prelle 


ide Furniture Shop, Milford, 
onr has appointed the F. W 
relle Company, Hartford, Conn., 
divect its advertising. News- 
pel radio, outdoor, rotogravure 
idvect mail will be used. F. W. 
elle and Philip Frank are account 
ecu’ ives, 


located nearest the center of | 


Farina 
and Pillsbury’s Best stresses appe- 
‘tite appeal and package identifica- 


h Pillsbury package now con- 
re- 
deemable in premium merchandise. 
rhis premium plan was started last 
recent 
insertions have 


selling 
process 
has appointed Leche & 
its adver- 
areas 
with special empha- 
a new smoke-barbecue sauce 
Maga- 
and 


tt been ordered retried in dis- 
the 
suit 
as lught by the Food Distribu- 


Romanoff to Piedmont 

Romanoff Caviar Company, New 
York, has named Piedmont Agency, 
New York, to direct its 
Radio, magazines and newspapers 
will be used for French-Kettle 
onion soup. 


Thompson to McC-E 


Jack Thompson, formerly with 
Edward Petry & Co. and United Air 
Lines, New York, has joined Mc- 
Cann- Erickson, New York, as 
assistant to Robert Tannehill, radio 
time buyer. 


Melcher to New York 


R. E. Melcher has been trans- 
ferred to the New York branch of 
General Outdoor Advertising Com- 
pany as national market  repre- 
sentative. 


ACA Blue Book, 


Canadian Media 


account. | 


Analysis, Out 


Toronto, Jan. 22.—The seventh 
edition of the “ACA Blue Book,” an 
analysis of circulations of Canadian 
publications for 1940, compiled by 
the circulation and rates committee 
of the Association of Canadian Ad- 
vertisers, has just been released. K. 
R. Townsend, Canadian Westing- 
house Company, was chairman of 
the committee. 

Detailed analysis and summary of 
circulations is given, together with 
relative data concerning the prin- 
cipal advertising media in Canada— 
newspapers, magazines, weekend 


| pers, 


| tail marketing areas, 
| gether 


and weekly newspapers, farm pa- 
radio and posters. The de- 
tailed material has again been 
arranged according to arbitrary re- 
grouping to- 
adjacent marketing areas 
having important centers of distri- 
bution in common. 

A limited number of copies of the 
book will be made available to ad- 
vertising agencies and media at $15 
a copy. They may be had from Miss 
F. E. Clotworthy, secretary, Asso- 
ciation of Canadian Advertisers, 85 
Richmond street, W., Toronto. 


‘Raymond Heads Campbell 


N. C. Raymond has been elected 
president of A. S. Campbell Com- 
pany, East Boston, Mass., maker of 
grille and bumper guards. 


Devens Repeluie Phase 


Bryant Heater Company, Cleve- 
land, has appointed C. F. Cushing 
as sales promotion manager; D. E. 
Leslie, advertising manager, and 
H. W. Heisterkamp, manager of the 
air conditioning sales department. 


Elmer Wayne to Cullen 

Elmer Wayne, formerly in the 
advertising department of the 
Cleveland News, has joined the 
Cleveland office of John W. Cullen 
newspaper advertising representa- 
tive. 


Vanity Shop to Reiss 


Vanity Boot Shop, New York, 
women’s shoes, has appointed Reiss 
Advertising, New York. B. F. Wil- 
son is account executive. 


ee 


IN DAILY AVERAGE CIRCULATION 
FOR ANY 12 MONTH PERIOD IN HISTORY 


LOR RESEARCH 


TING INK CO. 
AL PRINTING INK CORP 
VENUE, NEW YORK 


Each month, for the past 
7 Times has 
showh a Gtculaton | ingrease 
over the same. mo 
the preceding year. 


= 


n 


Represented by George A. McDevitt Company 


New York, Chicago, 


Phitadelphia, 


Detroit and Boston 
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War Blamed for 
Price Rises on 
Bourjois Scents 


Boston, Mass., Jan. 22.—How the 
current European conflict affects 
consumer prices and why Bourjois, 
Inc., New York perfume company, 
has been forced to raise some of its 
fair trade levels is explained in the 


latest bulletin of the company to 
Massachusetts druggists. 

“At the outbreak of the war in 
1939 we found ourselves with a 
reasonably large’ inventory’ of 
essential perfumery materials. We 
immediately took steps to insure 


our continued operations by large 
purchases of those products obtain- 
able only in certain sections of 
Europe. The quantities we desired 
could only be partially obtained, 
and at substantially increased 
landed costs,” the bulletin explains. 


Other Items Lowered 


“Our stocks of material which we 
had on hand Sept. 1, 1939, have 
long since been exhausted. We 
have delayed any change of price 
hoping that conditions would alter 
so as to obviate the necessity of 
any increases. The contrary has 
been the case. Certain ingredients 
have become practically unobtain- 
able, and any purchases made are 
at extraordinarily high prices. 
Therefore, with extreme regret at 
the necessity for doing so, we have 
increased the prices of some of our 
items.” 


CATALOGS 
° 
COLOR 
WORK 
SPECIALISTS 


LAUREL PROCESS CO. 


480 Canal Street, N.Y.C. WAlker 5-0526 


ANOTHER CAR OF THE FUTURE 


Ee ONO ladon 0 


One of the Thunderbolts, Chrysler conception of the car of the future, which is 
now on tour in a promotional move for Plymouth. 


Items listed show an increase in 
fair trade prices of about 22 to 25 
per cent. 

To compensate for this price rise 


the company has lowered by a 
similar percentage its fair trade 
prices on other items, explaining 


that “‘we were extremely fortunate 
in being able to obtain considerable 
quantities of materials used in cer- 
tain of our products, and while this 
material has been purchased at 
higher prices than in the past, we 
nevertheless decided to reduce our 
prices and rely on increased vol- 
ume to offset the difference.” 
Price increases were limited to 
perfumes while decreases were 
extended to such _ items face 
powder and other cosmetics. 


as 


Ford to Retail Own 
Brand of Tires 


Ford Motor Company is entering 
the tire retailing business with its 
new brand of Ford tires, aiming at 
dealers and service station owners. 

The Ford tire plant, established 
at Dearborn, Mich., a couple years 
ago, has been supplying tires as 
standard equipment on Ford cars, 
but none has been sold to retailers 


Retains Bel Geddes 


The Loose-Wiles Biscuit Com- 
pany, Long Island City, N. Y., has 
retained Norman Bel Geddes to re- 
design the packages for its crackers 
and cookies. 


AT THE "CROSSROADS OF 


THE 


EMPIRE 


Central New York's 
Popular NBC Station 


STATE 


Chrysler ‘Cars 
of Future’ Used 
to Build Sales 


Detroit, Jan. 22.—Public interest 
in advanced automobile designs 
being harnessed by the Chrysler 
Corporation to its current model 
offerings by means of three cara- 
vans which are touring various sec- 
tions of the country and attracting 


is 


prospects to dealer showrooms. 
These caravans consist of a Ply- 
mouth station wagon wired for 


sound and either a Thunderbolt or 
Newport model, the ultra-modern 
“ears of the future.” Each caravan 
is accompanied by a trained lec- 
turer who describes the car to visi- 
Two caravans are now in the 
South and one on the Pacific Coast. 

Before a caravan reaches a city 
the Chrysler dealer sends out post- 
card invitations and announces the 
event through newspaper adver- 
tisements and over the radio. 
tors to the showroom 
booklet describing the 
morrow.” 

By Dec. 28 the caravans had 
attracted 499,493 persons to Chrys- 


tors. 


are given a 
“cars of to- 


| 


Visi- 


7 7 
The Business Digest 
Significant Developments in Trade and Industry as 
Reported by the Business Press 
Edited by RALPH O. McGRAW 
— 
What Does the union and may purchase a total o¥ il 
German Army Eat? 40 shares individually or doyb), ‘ 
‘ in a_ joi 7 fc 
Famine may stalk over Europe, poker ogg mar ge account , 
but the German soldier apparently $ P cent have > 
been paid for a number of yea, Di 
remains well fed, says Food Indus- Sim ta ak dee ars de 
‘tries for January in an article pass- seater + wih os “Ye or “are ri 
ing along information on the sub- A « 2 oe Up. % fo 
ae cae ., $250. There are more than 2.099 " 
ject of army rations appearing in d Sa . x 
German newspapers. To be able to eposit accounts on the books now 
‘fight, men still must eat, the article eS po wghage yo ised 
‘points out, and to perform as the cessed - at — os 
Nazi troops did in Poland and in °°“ _ " 
the invasion of the low countries — a mene ed gh ype 
they must have well-balanced ra- a pe a Sane Gea po Base . In 
tions, and these did not include oan pean - a hal “nb y at 
anti-fatigue pills, so far as can be as P Coes. arg an: On 
learned security may be had at the a).nua! 
. . — es ly » ‘ at 
To the lowly soybean the German ee oP vel yoo go oes 
high command attributes a great S!78i© I . = on 
part in the feeding of the army. made has been for doctor bill: anq 
The basic components of canned hospital bear pier amounting 19 
meat and sausage which featured per cent; 17 per cent were for rea 
~ "cine estate purchases or repairs; 1. pe; 
the World War ration have been ; 
wtieeed tt on erentn thewh a0 cent for household bills; sever pe, 
nse Bs hee: . cent for automobiles; six per cep; 
Edelsoja. This new product is a ao tot Gs » eee Ger ton 
soybean flour with a high protein) | once. f Lapel t: More 
content of 40 to 50 per cent, plus METERS, St per Gm; tin ew 
fat and carbohydrates. The flour is a and two per cen; : of 
added to soups, bread, pastry and ‘ ; | 
macaroni. The soldier is thus sup- Fo, Many It Was : cal 
posed to get his balanced needs of Cheesy Christmas ha 
protein, fat, and mineral salts with- Di Re Ww 
out the use of meat, milk or eggs. id you get your brick of lim. @ 
The savings in bulk tend to sim- burger or wheel of Swiss chees i nd 
plify the problem of packing and ed c a LA you didn’ . , 
transporting, so that the German Share in the 1,500,000 pounds of B bat 
soldier can carry a three-day ration Wisconsin natural cheese whic B vir 
of his new food without difficulty, Were Sold for that purpose last @ 
Other new foods are tomatoes, Ye@", establishing a new record in @ ,,,, 
cheese, jam, and apple sauce in pages gare r/o age ny a rus 
powder form. When a cheese pow- - report rn 9 ,- >. Epo 
der, for instance, is poured into a gga — ournal fo i dre 
pail of water, it is said to turn into "aioe a ra 5 Sty 
a solid form which can be cut in| “TOSS for cheese came 1rOm oth 
‘the usual way. Apple powder plus YTS mane of the nation and — Bare 
water makes the apple sauce. Vege- territot ye a total of 778 of ther or 
table juices are used to replace going direct to the state depart. car 
vegetables in the field. There is ment of agriculture. Because | 


ler showrooms. The Eastern cara- 
van, featuring the Thunderbolt, | 
had been viewed by 230,350 per- 


sons, the Midwestern caravan, also 
showing a Thunderbolt, had played 
to 142,431 persons, and the Western 
caravan, with a Newport, had 
attracted 126,712 persons. In addi- 
tion the have been seen by 
thousands as a_ result of such 
parades the Christmas proces- 
sion of Gimbel’s in Philadelphia, 


WLW Organizes 
Consumer Group; 
to Test Products 


cars 


as 


Cincinnati, Jan. 22.—-WLW has 
organized a Consumer Foundation 
under the direction of Marsha 
Wheeler, which will broadcast a 
program daily except Sunday at 
8:45 a. m., EST, over WLW. A 
consumer organization numbering 


1,500 housewives already has been 
formed for product testing. 

The radio program will include 
information on new products, the 
daily trend of food and clothing 
markets in the Middle West and 
news of general interest to house- 
wives. 

Miss Wheeler joined WLW 
1927 and had charge of various 
women’s programs. She will be as- 
sisted by Ruth Wood. 


Alice Shepherd to Blair 
Alice Shepherd, formerly secre- 
tary and assistant to the radio di- 
rector of Blackett - Sample - Hum- 
mert, Chicago, has been made head 
of the promotion department in 
the Chicago office of John Blair & 
Co. She also will be secretary to 
Paul Ray, account executive. 


Consumer Parley April 7-9 


The third annual National Con- 
ference on Consumer Education will 


be held at Stephens College, Co- 
lumbia, Mo., April 7-9, with “Con- 
sumer Education for Life Prob- 
lems” as the theme. 


Keeler to “News” 

L. H. Keeler, formerly with Pa- 
cific Coast edition of the Wall Street 
Journal, has joined the advertising 
staff of Western Construction News, 
San Francisco. 


in | 


a spinach juice and cabbage juice 
(and others) which are made into 
a dough or paste and served to the 
troops spinach or cabbage 
noodles. Dehydrated vegetables 
also are used, including the always 
favored sauerkraut. 

Meat packed already roasted 
or cooked. Quick freezing and slow 
freezing methods are used exten- 
sively for fruits, vegetables and 
meats and are working out very 
satisfactorily, withstanding jour- 
neys of five to six days without 
refrigeration. 

“Bratlings,” derived from raw 
materials such vegetable and 
animal albumin, added to cabbage 
rolls, meat balls or chopped meat 
dishes tastes like meat and satisfies 


as 


IS 


as 


the appetite, the Germans claim. 
“Pemmikan” is a highly concen- 
trated food for emergency rations, 


an idea borrowed from the Ameri- 
can Indians. It contains smoked 
meat, bacon, soybean flour, dried 
fruits, whey, tomato pulp, yeast, 
green pepper, cranberries, and 
lecithin, all body building sub- 
stances. A product has also been 
developed which contains dextrose, 
whey, milk, fat and vitamin C, 
which was issued to the troops in 
Norway under the designation of 
“V-drops.” 


Credit Union Has 
Successful Experience 
by employes of Bird 
Walpole, Mass., 25 
years ago to give them an oppor- 
tunity to save money in small 
amounts and to provide a means 
for borrowing small amounts of 
money at reasonable rates of inter- 
est, the Neponset Credit Union 
entered its 26th year last fall with 
a membership of more than 2,500 
and total assets of over $300,000 
The story of the growth of the 
organization is told by Edgard M 
Grout in the January issue of Th: 
Paper Industry and Paper World. 
Although the credit union 
endorsed by the company manage- 
ment, it is an independent organi- 
zation of the employes who annu- 
ally elect their own board of direc- 
tors and decide all major policies 
Each member must purchase at 
least one $5 share to join the credit 


Organized 
& Son, Inc., 


Is 


the heavy demand created by t! 
Christmas promotional campaig 
many cheese factories and organ 
zations entered the program for tl 
first time last year and an increas 
in year-round business is expected 
The Natural Cheese 
Association, a part of the Wisconsir 
Cheese Makers Association, adopte 
the following resolution in express- 
ing its satisfaction: “In the inter- 
est of the state’s most importan' 
industry, dairying, be resolved 
that a unanimous vote of than} 
and appreciation be extended 
all groups and organizations whos 
efforts in behalf of Christma: 
cheese sales have brought suc 
unprecedented results, but mo! 
especially to the state and_ loc: 
Junior Chambers of Commerce, th 
press of the state, the wholesal 
food distributors’ association, th 
state department of agriculture 
and the radio stations.’ 


it 


WOV Moves 


Station WOV, New York, hi 
moved its studios and offices to 73 
Fifth avenue. 


SERVICE 


DEPENDABLE 
MARKET RESEARCH 
TABULATING 


Complete facilities and long 
experience enable us 
meet the exacting deman 
of agencies, publishers am" 
marketing analysts. 

° 


Send for your copy of te 
booklet entitled “Econo: 
in Market Research.” 


RECORDING & STATISTICAL CORP. | § 


102 Maiden Lane, New York. N. Y- 


BOSTON CHICAGO DETROIT 
MONTREAL TORONTO A 
_ 


Marketing 
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Cochrane Applies 
Makeup’ Idea to 


Carpet Displays 


Bridgeport, Pa., Jan. 22.—Apply- 
ng the theory that homes, no less 
nan female faces, can be trans- 
ormed through the use of proper 
»akeup, Charles P. Cochrane Com- 
any has prepared a set of displays 
jesigned to emphasize that the 
ight rugs and carpets do as much 
or a room as correctly selected 
owd yy, rouge and lipstick do for 
. lady's features. The analogy is 


This dining table, with top composed 
of varicolored broadloom, is another of 
the display innovations being used. 


carried out in these displays, which 
have been designed by George J. 
Wells and which are now on view 
in New York and Chicago show- 
rooms of the company. 

A carpet display features as 
background a picture of a pretty 
girl wearing a broad-brimmed hat 
cut out of 
foreground is a giant compact, a 
ug sample taking the place of 
powder and a reflection of a well- 
dressed room in the mirror top. 
Stylized lipsticks, rouge cases and 
other bits of feminine equipment 
are carried out in carpet samples. 

Dressing tables with lengths of 
carpet over their tops have the 


a > >” 


(ochre Chas Cele: 
f 
smart room Make-up * 


Another unusual Cochrane display idea 
s this dressing tabie, with the top made 
of carpet samples and miniature furni- 
ture supplying the needed touch. 


jusual vanity mirrors replaced by 
ainted mirrors’ reflecting room 
ners where the carpets are used. 
‘olor is dramatized in a display 
howing a low, round table covered 
mpletely with a parti-colored top 
ade up of wedge-shaped pieces of 
mericana pastel broadloom. Place 
rds give the color names with a 


floral carpet. In _ the| 


Re PLATES OF STERLINg P 


STERLING 


( a 
“CRAVING cOMRYS 


* NEWYORK @ 


HOTO-ENGRAVING in color process 
ck and white, Ben Day, line. 
‘ET PROOFING on Four Claybourn 
“omaiie 4-color proofing presses. 

DAY and NIGHT SERVICE... 
VE. 15th Street, New York, N.Y. 
‘ones: MUrray Hill 4-0715 to 0726 


it) 


RUG MAKER ADOPTS COSMETIC THEME 


i” a. 
bal + { oem Maks Ya 


COCHRANE CLEAR COLOR CARPETS 
PROVIDE BEAUTY ESSENTIALS 


f 


“Makeup rooms” are the theme of a new display technique for rugs and carpets 

developed by Charles P. Cochrane Company, Bridgeport, Pa., for its line. In 

this window display the picture hat is made of carpeting, as are the makeup 
kit, lipstick and compact. 


floral centerpiece adding to the | Increases KGKO Power 


banquet illusion in a “feast of 
color.” 
Some phrases lifted from the 


beautician’s vocabulary which have 
been applied to the Cochrane dis- 
plays include “beauty essentials,” 
“foundations” and “stimulants.” 
These displays are tied in with the 
company’s styling program which 
closely follows not only specific 
home furnishing trends but broad 
prevailing fashion’ influences’ as 
well. A number of leading stores 
throughout the country have cre- 
ated their own displays based on 
themes featured in Cochrane win- 
dows and showrooms. 


Special Cam paign 
Planned by RKO 


for ‘Citizen Kane’ 


New York, Jan. 22.—‘Citizen 
Kane,” the new Orson Welles-RKO 
movie which is alleged to have 
aroused the ire of William Ran- 
dolph Hearst, will be promoted in 
a special campaign in newspapers 
and magazines, beginning about 
Feb. 15. The film is scheduled for 
release about Feb. 28. 

Although plans have not been 
completed, six or more general 
magazines and 20 or 25 newspapers 
will be used to advertise “Citizen 
Kane.” About $125,000 will be 
spent on the drive. 

Donahue & Coe is handling the 
campaign, although Lord & 
Thomas continues as RKO’s regular 
agency. 


Pollyea Agency Opens 

William Polje, who has been di- 
rector of advertising and sales for 
the Terre Haute Brewing Company 
for several years, has opened a new 
agency, Pollyea Advertising, in 
Room 221, Rose Dispensary bldg., 
Terre Haute. Besides handling the 
Terre Haute Brewing Company’s 
Gold Label beer account the agency 
also has Hulman & Co.'s Clabber 
Girl baking powder 


Honor Richard Waldo 


Richard Waldo, head of the Mc- 
Clure Newspaper syndicate, will be 
the guest of honor at the “Old 
Timers” meeting of the Dallas Ad- 
vertising League Jan. 28 The 
meeting honors those active in the 
Advertising League and in adver- 
tising of a quarter century and 
more ago 


Stipulation by Carnation 


The Carnation Company, Mil- 
waukee, has signed a_ stipulation 
with the Federal Trade Commis- 
sion prohibiting use of the phrase 
“Producers of Irradiated Carnation 
Evaporated Milk” or implying that 
it produces the milk from which its 
product is processed 


Feinberg Opens Office 
Charles K. Feinberg, formerly 
with A. W. Lewin Company, New- 
ark, has opened his own advertising 
and publicity service at 46 Clinton 
street, Newark He _—ipreviously 
headed his own agency in that city 


KGKO, Fort Worth, Tex., has 
been granted permission to increase 
its power from 1,000 to 5,000 watts. 


Ford Admits 
Girls to 194] 
Driving Tests 


Detroit, Jan. 22.—Girls as well 
as boys will be admitted to the 
1941 Ford Good Drivers’ League 
contests which were inaugurated 
last year by the Ford Motor Com- 
pany to promote improved driving 
and increase motoring safety among 
youth. There will be no mixed 
contests but the league membership 
is expected to be doubled by the 
innovation 

Contests are open to 
girls between 14 and 18 who are 
qualitied and legally authorized to 
drive a car in the state in which 
they reside. Each state will have 
its own elimination contest to select 
the boy and girl state champion 
driver and the runner-up in each 
division. State competitions are 
scheduled for July 1, and the finals, 
with 49 boys and 49 girls com- 
peting, will be held at 
Mich., beginning Aug. 6 

Registration blanks are supplied 
by Ford dealers and the national 
headquarters of the league at Dear- 
born. Each entrant will receive a 
book entitled, “How to Become a 
Skilled Driver,” a = membership 


boys and 


card, membership button and de-! 


Dearborn, 


tailed 
tests. 

Ninety-eight scholarships will be 
presented, with identical awards 
for girls and boys. First prize is a 
$5,000 university scholarship; sec- 
ond prize, a $2,000 scholarship; 
third, fourth and fifth prizes, $500 
scholarships, and the remaining 
finalists, $100 each. The _ prizes 
total $25,800. 


instructions about the con- 


Soap Box Derby Aug. 17 


The eighth annual All-American 
Soap Box Derby, sponsored by 
Chevrolet Motor Company, will be 
held at Akron, O., Aug. 17, a later 
date than usual to give more time 
for preliminary races. 


James Rice Joins Grey 


James Rice, formerly with 
Compton Advertising, has joined 
the Grey Advertising Agency, New 
York, as space buyer, succeeding 
James Morgenthal, who has been 
assigned to account work. 


MAILING SERVICE 


Multigraphing Filling-in 
Addressing — Mimeographing 


THE LETTER SHOP, Inc. 


110 8. Dearborn St. Wabash 8655 
CHICAGO 


Nashville Market 
POPULATION 920. J § 9 


OLKS 


Nashville market. 


aren't rubber-stamped 


They have well 


in the 
defined 


shopping habits that are quite different from 
their neighbors. That's one reason the Nash- 
ville Market covers 36 counties. 


That’s a lot of territory. 


ness is done here. 


And a lot 


There are ma 


of busi- 
ny facts 


about the Nashville Market that make ad- 


vertising particularly profitable. 


to tell you about them. May we? 


THE KEY 


ITY)IN THE CENTRAL SO 


We'd like 


UTH 


Nashville Barner. 


EVENING 


NASHVILLE TENNESSEAN 


MORNING 


TliEWSPAPER PRINTING CORP., Agents + 


DAY 


THE BRANHAM CQ., National Representative: 
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Leading Farm Paper Advertisers in 1940 


The 50 Leaders with Comparisons for 1939, 1938, 1937 


An Exclusive Advertising Age Compilation Based on Records of Publishers’ = 
Information Bureau, Inc. rons 
Rank 1940 1939 1938 1937 Rank 1940 1939 1938 1937 may 
21 Allis-Chalmers Mfg. Co.... ...$ 102,148 $ 116,527 $ 141,202 $ 111,027 Cadillac Motor Car Div......... Seer eee ee me 
44 Aluminum Company of America 65,400 66,200 38,550 5,700 Chevrolet Motor Co............. 239,513 240,378 166,247 7,873 vert 
Including: Diesel Engine Division.......... S ee eee ssut 
Aluminum Company of America 49,500 43,200 38,550 5,700 Frigidaire Division ............ 41,210 12,614 3,428 6,364 stud 
Aluminum Cooking Utensil Co... 15,900 ae}  <gcstans 4 -aaegae Oldsmobile Division ............ 60,426 57,375 38,908 4.010 cove 
19 American Tel. and Tel. Company 110,855 102,248 86,783 94,105 Pontiac Motor Division......... 27,366 ee ing 
11 American Tobacco Co............. 184,182 209,593 226,078 210,290 Affiliated Companies: jatio 
20 Association of American Railroads 109,235 161,742 189,489 110,775 pe ee ae... re 111,700 94,198 87,312 3,995 Al 
22 Case, J. I., Company......... 101,813 109,129 108,147 90,015 General Motors Truck Corp....... 21,842 15,309 7,151 1,099 this 
17 Champion Spark Plug Co.. 113,513 112,478 107,328 105,078 General Motors Corp................ | Seer ae ee occu 
6 Chrysler Corporation 354,922 264,653 285,507 410,438 10 Goodrich, B. F., Company, The... 189,767 167,235 198,031 5,299 Left 
Including: Including: been 
Dodge Motor Co... 132,891 82,767 107,412 179,174 Goodrich. B. F., Co., FAO. csicccess 146,666 124,702 152,529 1 -8,533 traff 
Plymouth Motor Co... 222,031 181,886 152,495 183,624 Goodrich Footwear Division....... 21,936 21,050 21,966 1 55¢ pan 
$1 Continental Oil Company............. 76,898 75,975 75,372 64,727 Hood Rubber Co., Iie.....00...50% 21,165 21,483 23,536 5,134 sur 
!4 Deere & Company........ i 137,281 159,481 183,999 201,084 9 Goodyear Tire & Rubber Co., The..... 190,947 250,889 365,024 6,138 hte 
47 De Laval Separator Co.......... 59,770 44,633 [eicee “RELA i Se ee a ee ee we ee 66,230 39,604  ...... ne 
7 Du Pont, E. I., De Nemours & Co. be 86,387 123,588 2 International Harvester Company, Inc.. 534,999 500,965 539,197 1190 and 
Including: | 50 Johnson & Johnson.................6. 58,928 58,303 34,728 5,195 tere! 
Du Pont De Nemours & Co.. 20,492 39,719 ' 16 Lever Brothers Company.... 117,417 132,961 110,466 10 gene 
Remington Arms Co..... 38,656 3.) | ee 7 Liggett & Myers Tobacco Co. ve 252,633 312,779 347,931 3 5,907 on | 
Peters Cartridge Co............... 27,239 Sf ee are ee 30 Maytag Company, The................ 81,350 59,055 75,996 2.093 Jan. 
38 Fels & Company............ 68,760 58,840 33,390 11,300 42 Metro-Goldwyn-Mayer Pictures Corp... 66,168 | rere Tr 
8 Firestone Tire & Rubber Co........... 244,097 246,800 292,340 434,799 24 Minneapolis-Moline Power Imp. Co.... 97,424 106,007 117,558 4,259 pres 
© PO I Oc ciseccienensscnens 450,305 392,885 308,964 318,781 | 46 Mishawaka Rubber & Woolen Mfg. Co.. 62,212 69,429 60,300 5,437 f 
Including: 28 Morton Salt Company................. 85,806 65,252 62,467 1.489 seru 
ok a Creer ere eee re 325,771 378,934 292,594 284,543 26 New Idea, Inc.......... Serre ce 89,528 41,137 ..... imp 
Ford, Wm., Tractor Sales Co....... 124,534 13,951 16,370 34,238 29 Northwestern Yeast Co.............. 83,096 : ae ilco 
45 General Electric Company..... ene 63,594 SS RTT Crt eee eee 36 Oliver Farm Equipment Co., The. 68,986 88.454 91,484 115.066 food 
3 General Foods Corporation... . 506,180 537,476 428,789 569,371 40 Perfection Stove Co................... 67,426 107,218 112,852 153,45¢ tS, 
Including: 32 Pillsbury Flour Mills Co.......... mi 72,717 83,302 81,404 473 je toile 
Baker’s Cocoanut ...... 10,128 16,403 ~~... 6,056 5 Reynolds, R. J., Tobacco Co........... 406,596 378,274 454,664 403.714 In 
Calumet Baking Powder 56,979 107,251 98,562 89,936 34 Safeway Stores, Inc.......... 70,541 70,809 54,081 tind) 
Perey ee ere 46,098 47,930 52,967 13,050 49 Salsbury’s, Dr., Laboratories... 59,271 re _— 
Grape-Nut Flakes ..........60005 seeves 60,608 65,587 54,842 48 Sinclair Oil Refining Co............. ee are crea 
"aig MOET EER Eee 15,450 76,600 35,650 44,175 33 Socony-Vacuum Oil Company, Inc. 71,173 103,864 95,400 168,628 cam 
Jell-O Ice Cream Mix.. 10,119 4,611 8103 i... ses 35 Standard Brands, Incorporated 70,538 Taree on wewes — 
Minute Tapioca ...... 44,560 37,331 12,868 5,175 Including: 500 
ae ey re 72,110 64,710 13,688 31,916 Royal Baking Powder... 64,520 73,914 33,999 “ % 
ON NE ic inscckevbvdecaces — ankeds 32,282 64,219 88,893 Fleischmann’s Yeast ............ | ees . ad ¢ 
Sure-Jell ....... 78,104 89,750 32,762 38,735 15 Standard Oil Company (Indiana)..... 123,699 121,722 124,301 127,139 
Postum ....... Co): eee 22,783 122,266 13. Sterling Products, Inc....... 144,631 115,469 68,949 70,12¢ Gre 
Sanka Coffee a )=3—l( re) )8=60C«C 8 Including: W 
23 General Mills, Inc.. 98,902 64,526 98,338 79,892 Bayer Co., Inc..... usta 14,616 6,801 23,06: Gri 
Including: og Pe errT TT ere 144,631 98,997 60,536 42,165 |) join 
General Mills, Inc................. 88,813 56,090 Phillips Chemical Co., Chas........  ...... 606 1,612 4,898 staff 
Sperry Flour Co..... 10,089 | ee ee eee i  ekkeeies.. Aebnas = Sere San 
1 General Motors Corp................4. 803,512 699,819 469,999 626,737 | 39 Studebaker Corporation, The.......... 68,584 38,360 =... . He. 
Divisions: 12 Texas Company ......... 153,388 140,184 88,140 126,14 the 
A C Spark Plug (Div.). 106,366 77,696 50,627 49,690 Including: fice 
Delco Appliance (Div.). | rr eee 468 po ee ee 68,878 140,184 49,400 58,431 & F 
Delco Remy (Div.)...... 35,380 §3,277 32,981 Troe Indian Refining Co.......... OS ee 38,740 67,715 year 
Fisher Body (Div.)............... 64,760 62,585 17,157 75,426 18 Union Carbide and Carbon Corp.. 111,251 167,662 167,564 190,002 —_ 
Guide Lamp (Div.). 4,620 10,791 5,551 Including: — 
Subsidiaries: National Carbon Company........ 111,251 167,662 for 
General Motors Acceptance Corp.. 21,160 25 United States Steel Corporation 96,308 58,544  ...... befo 
General Motors Sales Corp........ 9 «2... seen eae er (Mf. a 68,866 |, aoe , copy 
Buick Motor Div.......... 16,276 59,058 50,257 41,191 43. Wolverine Shoe & Tanning Corp....... 65,891 62,690 59,112 56,721 
: FT‘ 
i Coors Beer Opens Hiddleston Joins PNAA Eastern Apple |Ruben Joins Agency Ca: 
GATEWAYS . Joe F. Hiddle- _Alex Ruben, formerly with Sta- T 
Attack on Mixed ston has joined Growers Urged ,tion KFWB, Hollywood, has _ beer a 
‘oh ‘ Y a the staff of the| “ |named director of radio of United a 
to rich, concentrated | Drinks in Drive ry ite ’ rey to Advertise _ me an ertising Agency, New 
NEW ENGLAND Denver, Jan, 23.—The war be- Agency, Seattle,! Worcester, Mass., Jan. 21.—East- | 


MARKETS 


For the Food Field: 
The Yankee Food Merchant 


Covering over 75% 
of New England's Grocery 
*s Where 2% of the coun 
try’s area does 10° of the 
country’s food business 


For the reg Field: 
Apc othecary 


53 year old medium 


by volume 


serving 


saiciaite the druggists of New 
England plus numerous read 
ers among influential drug 


leaders nation wide 


For the Farm Field: 
New England Poultryman 


A fearless and well read sec 
tional farm paper with a na 
tional influence serving the 
$50,000 000 New 
poultry industry 


England 


Rates and sample copies on application 


AND NOW 
A NEW KEY! 


Russell Cort Associates 


Specialists in New England 
Market Information. 


tween the beer and hard liquor in- 
terests has broken into advertising 
copy with the launching of the 1941 
campaign of the Adolph Coors 
| Company, Denver, brewer of Coors 
|beer. “A world of Americans pre- 
fer Coors light bodied beers to 
mixed drinks,”’ the copy reads, and 
asks the reader to “try Coors in- 
stead of a mixed drink.” 

“It’s a new American practice” 
is the theme of the campaign. The 
advertising is subtly enhanced with 
a patriotic flavor and compares 
the drinking of Coors beer with 
such other new practices as using 
electric razors, candid cameras, 
zippers, the retirement income plan 
and flying. Human interest illus- 
trations carry out the “new prac- 
tice’ idea. Each ad in the series 
will be merchandised back to those 
companies making the specific item 
illustrated and the local retail out- 
lets of those articles. 


Large and small newspaper 
space, outdoor displays with bul- 
letin copy in red, white and blue, 


counter displays of reprints of the 


ads and dealer mailings will be 
used. MacGruder & Co., Denver, 
is the agency. 


m. Cabble Co. ee 


| Wm. Cabble Company, maker of 


EASTERN PERIODICALS, Inc. 


5 Park Street Boston, Mass. | 


excelsior wire for the paper in- 
dustry, has appointed Dykes and 
Green, New York, to handle its ad- 


vertising. Business publications 
will be used. 
- ge Pick 3 


where he will be 
vice - president 
and account ex- 


of the radio de- 
partment, also 
assisting on gen- 
eral agency ac- 
counts. For 
past six years he 
las been 


Joe Hiddleston 


merchandising and account execu- 


tive with KOMO-KJR, operated by 
Totem Broadcasting Company. 


Curtis Appoints Three 
New Advertising Heads 

Paul J. Kingsley has been ap- 
pointed head of the Ladies’ Home 
Journal advertising staff in its New 
York office, succeeding the late 
Donald S. Page. Milton L. Peek 
has been named head of the Jour- 
nal advertising staff in Philadelphia, 
succeeding John H. Stevens, who 
resigned to join Talon, Inc. Charles 
R. Kimball has been appointed 
head of the Country Gentleman ad- 
vertising staff in Philadelphia, suc- 
ceeding Milton L. Peek. 

All three men have been mem- 
bers of the advertising department 
of the Curtis Publishing Company. 


Johnston Opens Office 


Frank R. Johnston, for the past 
12 years advertising and sales pro- 
motion manager of the Globe Hoist 
Company, Des Moines and Phila- 
delphia, has opened offices at 402 
Hubbell bldg., Des Moines, as a 
manufacturers’ representative for 
automotive equipment companies. 


ecutive in charge | 


the | 


sales | 


ern apple growers must meet the 
challenge of other fruit growers if 
they are to reverse the trend in 
apple consumption, W. J. Tawse, of 
the Pomological and Fruit Growing 
Society of the Province of Quebec, 
|said recently at a meeting of the 
Massachusetts Fruit Growers As- 
sociation. 

As an example of what can be 


done, Mr. Tawse cited the Canadian 
jadvertising campaign which last 
year increased consumption = of 
| apples in Canada about a million 
bushels. This year, the Dominion 
marketing service of the Depart- 
ment of Agriculture has launched 
jan even larger national apple ad- 
| vertising campaign as part of the 


effort to dispose of a larger portion 
of the Canadian crop in the do- 
mestic market. 
Window streamers, 

newspapers, magazines, 
advertising and radio broadcasts 
are being used by the Canadian 
apple growers to advertise their 
product. An apple recipe booklet 
has also been published. By-prod- 
ucts of apples have 
such as apple-juice, 
dried 


store cards, 
outdoor 


canned apples, 
apples and apple chips. 


West Adds Three 


West & Associates, Los 
has been appointed to 
Waco Aircraft Company, 
Morrow Aircraft Corporation, San 
Bernardino, Cal., and United Avia- 
tion, aircraft distributing company 


Angeles, 
represent 


been featured, 


Troy, O.;| 


e000 


425 S. WABASH AVE. CE 
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study of Dailies 
Shows, Left Hand 
Pa yes Are Best 


Ne. York, Jan. 22. — Confirming 
earlie hints that more than one 
sime- onored advertising precept 
may ¢ forced into the discard in 
whe | nt of scientific fact, the Ad- 


verti ng Research Foundation has 
ssue.. a Summary of its first 24 
studi of newspaper readership, 
over og 15 evening and nine morn- 
ng p pers with a combined circu- 
ation of 1,577,812. 


An: ysis of the findings indicated 
eek that the rudest shocks 


this 
eur in connection with position. 
teft-:and pages have definitely 
peen ‘ound to attract more reader 
traffic than right-hand pages. With 
respect to “up front” position, the 
surve indicate that pages one to 
sven cnjoy greater readership than 
the pages that follow for both men 
and women, but the margin of dif- 
ference is by no means as large as 
generally believed. (Charts based 
, on these findings appeared in the 
Jan. 20 issue Of ADVERTISING AGE.) 
The composite Foundation report 
. presents a comprehensive picture | 
. ff the relationship of size of in- 
sertion to readership, covering such 
, important national classifications as 
icoholic beverages, passenger cars, 
“ foods, beverages, soaps and cleans- 
» ers, medical, tobacco products and | 
. toilet requisites. 
- In all instances, except one, the | 
s findings disclose that reader atten- 
tion rises as size of space is in- 
creased. The lone and inconclusive | 
exception is beverages, where it 
. yas noted that ads ranging from 
500 to 999 lines drew the attention 
of more women than one beverage 
ad of more than 1,000 lines. 
39 
» | Graham Joins B-S-H 


W. Norman 


6; Graham has 
6 joined the copy 
96 staff of Blackett- 
. Sample - Hum - 
mert, Chicago. 

He had been in 

45} > the Chicago of- 
| fice of Ruthrauff 

13( & Ryan for 12 
15 years, the past 
yo | two years as di- 
: rector of copy 


and plans and 


for five years 
before that as w.W. Graham 
opy chief. at 
— | FTC Closes Collier 
Case Without Action 
ta- The Federal Trade Commission 
we las closed its case against Crowell- 
ted Collier Publishing Company and its 
nae ubsidiary, P. F. Collier and Son 
Corporation, both of New York, 


nd 24 officers and directors of the 
Orporations, in which it was 
harged that the Federal Trade 
Commission Act had been violated 
n the sale of books and encyclo- 
edias with yearly supplements or 
evision services. 

The government reserves the 
ght to review proceedings. 


Forbes” to Hutchison 


The Ewing Hutchison Company, 
licago, has been appointed West- 

esentative for Forbes maga- 
succeeding Harvey S. Hayden, 


Western manager, who has 
Signed. The change becomes ef- 
clive Feb. 1. 


Names Elizabeth Ambrose 


Elizabeth Ambrose 


has been ap- 
inte’ fashion editor of Woman's 
‘ome Companion. She is a vice- 
‘sident of Fashion Group, New 
{ "kK 1 shion organization. 
ee. 
ee. 
ED INDUSTRY PROSPERS 
A Reac 


4 r survey shows Seed World 
; © ers advertisers an annual 


TNOR, ) MILLION DOLLAR MARKET 


coverage of wholesalers and re- 
‘Ww sell seed and other horticultural 
“aT iral items to 41,000,000 farmer 
satn nite customers 
will 


ily give you an analysis of this 


ipplies to your business. 


SEED WORLD 


4 shed every other Friday 


SW. J ockson Blvd. 


Chicago, Ill. 
= 


FOODS BEVERAGES 
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STUDY SHOWS HOW SIZE AFFECTS READERSHIP Fyller Honors 


vow”n i 


These charts, from the analysis of the results of the first 24 studies made in the 
Continuing Study of Newspaper Readership, illustrate for four product groups 


how medium readership steps up as size of space increases. 


While the pattern 


seems evident, it is emphasized that no positive conclusion can yet be drawn on 
many points covered in the analysis because in many cases too few examples 
have thus far been studied. 


NAB to Meet May 12-15 
The National Association of 

Broadcasters will hold its 19th an- 

nual convention at the New Jef- 


| ferson Hotel, St. Louis, May 12-15. 


Working Joins Rouse 


Loren Working, formerly 


with 


Heintz, Pickering & Co., has joined 


Eugene F. Rouse & Co., Los 
geles, as account executive. 


An- 


Advertising at 
P. R. Banquet 


Philadelphia, Jan. 22.—Ameri- 
cans should salute the advertising 
profession “for what advertising 
has done in stimulating production 
in this country, which has resulted 
at this time of emergency in 
America having the plant capacity 
and facilities with which to manu- 
facture our defense,” Walter D. 
Fuller, president, Curtis Publishing 
Company, and president, National 
Association of Manufacturers, told 


the Poor Richard Club Jan. 17 
when he was awarded the club's 
gold medal of achievement at its 


36th annual banquet. The presen- 
tation was made by James J. Stin- 
son, club president. 

The banquet was the highlight of 
the club’s annual observance of 
3enjamin Franklin's birthday. One 
of the banquet features was a 
“parade of trademarks,” featuring 
the names and symbols of nation- 
ally known advertisers. An hour 
devoted to showing of the movie 
short, “London Can Take It,” and 
vaudeville turns by English actors 
was termed, “The Valor That Is 
Britain.” 


Other events during the day in- 
cluded laying of wreaths on Frank- 
lin’s grave by various organizations. 
There were ceremonies at Franklin 
Institute. John R. Hartman, gen- 
eral chairman of the Poor Richard 
banquet committee, made the ban- 
quet address of welcome and intro- 
duced guests of honor. Scholar- 
ships to the Price School, a Poor 
Richard project, were distributed 
to high school students who won 
them in competitive examination. 


Holaday Advances 


O. C. Holaday, who joined the 
Ramco Division of the Ramsey Ac- 
cessories Mfg. Corporation, Detroit, 
a year ago, has been made general 
sales manager of Ramco. 


Mary Ellison to “Nation” 

Mary Howard Ellison 
appointed advertising manager of 
the Nation, New York, succeeding 
Muriel C. Gray, resigned. 


foes STRIBLING sce 
LAYOUTS ADVERTISING 


it AR T 


ILLUSTRATING 
CENTRAL $503 


RETOUCHING 
140 South Dearbora Street, Chicege ML 


has been 


| “This campaign certai 


~ 


SB people why 


OUR advertising and other sales promotion efforts give 


people the reasons why they should buy your product. But 


substitute that’s easier 


That’s why it’s important to tell your prospects exactly who 


“Where to Buy It” Service was devised to direct them to the 


to find. 


once they have been “sold,” will they know where to buy it? 


If they don’t, their interest may wane or they may accept a 


sells your product, especially if sold through selective outlets. 


nly tells 


to buy our product - 
ee ee ee 


‘but will they know where to bu 


' 
point of sale. Your trade mark and local outlets are displayed 32 on YOUR 
° ° : message 
right in a place where people are accustomed to look for buy- on A ur product or service TRADE MARK 
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Getting Personal _ 


-_ liam T. Dewart, Jr., secretary of the N. Y. Sun, found Phoenix, 

Ari , costly place for his wife to visit. She was robbed of $2,500 
in elry. .. 
7 T my Dorsey’s new vocalist, Marie McDonald, is a niece of Jack 
Frye. Transcontinental & Western Air prexy and current honey- 
moorer. . . Arthur E. Pew, v.p., Sun Oil Co., has revealed that he 
wa arried back in November... 


Edvar Kobak, v.p. in charge of sales of NBC’s Blue network, will 
is vice-chairman of the Greater New York Fund for 1941, and 


ser’ . . . . . 
hea’ the public relations division. Henry Obermeyer, asst. v.p. in 
cha of adv., Consolidated Edison Co. of N. Y., will be Kobak’s 
rig 1and man... 


Bart Wickstrum, a.m., fluorescent lighting division, Hygrade Syl- 


val Corp., received a pre-holiday visit from Sir Stork. It’s a 
daus ter, named Janet Marie, and his first offspring. . . 
Hirold W. McGraw, v.p., McGraw-Hill Publishing Co., and per- 


en! head of the West Side Association of Commerce, has been re- 
elected president of that group. 
. . Lee Tracy, prom. mgr., N. Y. 
World-Telegram, arouses that 
green monster in the minds of 
his friends by postcarding from 
Miami “just to make you en- 
vious.” 

Bill Mennen, Mennen Co. 
president, has made the winter 
season official by throwing his 
annual “Peddlers’ Party.” About 
100 time and space salesmen 
flocked to Newark for free eats 
and drinks, and left their order 
books and pencils home. . . 

John A. Zellers, v.p., Reming- 
ton Rand, Inc., is a leader in the 
group making arrangements for 


CUTTING UP _ 
> BEE 


P P staging Ye Old County Fair at 
Burridge Butler, publisher, Prairie ngadison Square Garden next 
a, th 6 Se ee @ « fall. His picture, taken with 


meeting of the agriculture council of 
the Chicago Association of Commerce, 
the paper was honored for its 
Looking on 


Mayor LaGuardia, made all the 
public prints in connection with 
announcement of the event. . . 


where 
hundred years of service. 


are George Bray, chairman of the coun- James G. Stahlman, publisher 
cil, and Dave Thompson, associate of the Nashville Banner & Ten- 
editor. nessean and former president of 

a 7 American Newspaper Publishers 

Association, has been called to active service with the navy. He 


has been a commissioned officer since 1924, and holds the rank of 
lieutenant commander in the Naval Reserve. He reported for _ 
to another publisher, Secretary of the Navy Frank Knox of the 
Chicago Daily News. E. B. Stahlman will run the Banner during his 

P or’s abs Wes: 

a ean, wh became president of General Motors Corp only 
recently, broke his hip while ice skating. He will be confined to 

iis bed for a couple of months. . . a 
"“Saceael and yom employes of Reinhold Publishing Co. threw 
a party for Francis M. Turner upon his completion of 25 years’ serv- 
ice with Reinhold and its predecessor. An illuminated parchment 
scroll was presented to him. Called an “Award for Valor,” it lauded 
Turner for having “bravely withstood, for a quarter of a century, 
the vicissitudes and vagaries of existence in the fraternal and be- 
nevolent order of Reinhold.” . . 

Jim McCabe, of the Poor Richard Club, Philadelphia, had the as- 
sistance of two uniformed policemen and two detectives in guarding 
the valuable cosmetic bags which were presented to each lady at the 
club's 36th annual banquet. . . John Cowles, pres., Minneapolis Star 
Journal, was among those nominated for the posts of directors-at- 
large of the Alumni Association of Harvard College. . . 

William Reynolds, a.m., Servel, Inc., New York, was presented a 
15-year service medal by Louis Ruthenburg, pres., at the midwinter 
sales conference in Evansville, Ind. Other Servel officials at the con- 
ference included George Jones, Jr., v.p. and g.m. of sales; Harry A. 
Strong, exec. v.p., Oakland, Cal.; Robert J. Canniff, s.p.m., and Dolph 
Jansen, Jr., asst. s.p.m.. . 

David B. Plum, publisher of the Record Newspapers, Troy, N. Y., 
has been elected president of the Troy Trust Co. . . W. C. Gillespie, 
v.p. and g.m., and John Esau, s.p.m., KTUL, Tulsa, represented the 
station recently in a radio broadcast in which the station received a 
silver plaque from W. L. Price, Tulsa Armour manager, for outstand- 
ing merchandising of the Armour “Your Treat” show. . . 

Most popular of the table prizes awarded at the recent Poor Rich- 
ard Club’s 36th annual banquet in Philadelphia were the souvenir 


albums of “Ballad for Americans” containing records by Paul Robe- 
son. Over 100 were furnished by RCA-Victor Co. and NBC. . . The 
Philadelphia Evening Bulletin posted newsboys at the doors of the 


club to distribute copies of its regular three star edition wrapped in 
two special pages set up with type and photos of the banquet. It 
Was called the “All Night Extra.” It was a promotion move of Bul- 
etn s Adman Hawkins. 

H. E. Christiansen, v.p. of Henri, Hurst & McDonald, has been 
elected a member of the board of directors and chairman of the mem- 


bership committee of the Chicago Association of Commerce. . . 
Friends of Frank Westcott will stage a personal tag day for the 
idvertising manager of the Gary Post-Tribune on Feb. 2, using the 
log. “Get him out of his hole on Ground Hog Day.” According 


» the touching appeals being issued by the Westcott Relief Com- 


Utte. (F. E. Westcott, chairman), Westcott has been unable to raise 
he price of new transportation since March 23, 1898, when he owned 
bievcle. Due to his dire need, no contribution of less than one cent 


vill be accepted. . . 
Jack Willem, who has been director of research for Stack-Goble for 


ever years, insists that he won't lose a bit of interest in research 
tUviies, even though he’s now officially an account executive for 
the at 


ney. 


Har: ison Holliway, g.m. of KFI-KECA, has deserted golf clubs, 
Mnis racquets and amateur radio telephone transmitter to spend his 
are time on the briny deep. He purchased the 42-foot yawl 
Arrow,” and plans many summer cruises from its Newport Harbor 
4ncho ge. . 
_ Wal ice T. Montague, v.p., in charge of the sales department at 
Nortor Co., Worcester, Mass., has been elected pres. of the Worcester 
famber of Commerce. Silas T. Massey, sales manager with Heald 
Machir 2 Co., was made a director of the chamber’s industrial bureau. 


Controversy Rages 
ma Over Advertising 
of Florida Fruits 


(Continued from Page 1) 
resenting about 16,000 growers in all. 


Mr. Walker dwelled on the allega- 
\tion that Texas, without an indus- 
| try advertising program, has _ in- 


creased its distribution and returns 
from grapefruit, while Florida has 
been shipping less fruit this season 
at poorer prices than last year. The 
Same comparison, he said, applies 
to Florida and California 

That squabble 
|media may have 


over advertising 
fanned the fire of 
| the growers’ controversy was indi- 
cated in emphasis given in some 
;qQuarters to the switch from news- 
| Papers to radio as the major me- 
dium this year. Approximately two- 
| thirds of the appropriation is being 
|spent on the Mary Margaret Mc- 
| Bride program over a CBS network. 
Most of the remainder is being 
spent in newspapers, with only a 
|small expenditure in magazines. 
| During the 1938-39 and 1939-40 sea- 
{sons radio was absent from. the 
| Florida citrus picture with about 
| three-quarters of the appropriation 
|; going to newspapers. 


Questions Program's Value 


| Mr. Walker brought this issue to 
the fore by asking whether “the 
|Mary Margaret McBride radio pro- 
|gram is the best way to spend the 
$587,000 it is costing.” 

In discussing the current adver- 


tising program today both Mr. UI- 
mer and Kudner officials stressed 
the fact that the details of the cam- 
paign were approved first by the 
advertising committee and then by 
the commission before it was 
launched. The agency also dis- 


closed that the re-entry into radio 
after an absence of two years was 
the direct result of pressure by the 


growers. The latter’s opinions on 


media selection were carefuly can- 
vassed before final recommenda- 
tions were presented and approved, | 
it was said. 

The lower quality of Florida fruit | 
this year and the attendant price 
and marketing difficulties were at-| 
tributed chiefly to crop damage 
caused by a frost last year. 

While the controversy raged this 


week the Kudner agency released 
special copy to 30 newspapers fea- 
turing the theme, “How to Fight 


the Flu.” 
seasonal series covering the terri- 
tory trom Washington through New 
England 


Harvard Opens Retail 


Distribution Course Feb. 5 


Authorities in retail distribution 
will speak at the special course on 
“Trends in Retail Distribution” 
which will be conducted at Harvard 
University beginning Feb. 5 under 
the auspices of the Massachusetts 
University Extension 
Daniel Bloomfield, founder 
Boston Conference on Distribution 
and manager of the Retail 
Board, Boston Chamber of Com- 
merce, will lead the series of lec- 
tures. 

Speakers include Malcolm P. 
Nair, professor of marketing, 
vard Graduate School 
Administration; 


of the 


Mc- 
Har- 
of Business 


Carl Schmalz, con- 
troller, R. H. Stearns Company; 
Godfrey, M. Lebhar, editor, Chain 
Store Age: Edward M. Synan, secre- 


tary-manager, Massachusetts Retail 


a 7 P } yon 
rhe insertion is one of a} 


Department. | 


Trade | 


Grocers Association; Q. Forrest | 
Walker, economist, R. H. Macy & yy 
Co.; Leo M. Cherne, executive secre- 


tary, Research Institute of America: 
Paul H. Hollister, vice-president, 
J. Stirling Getchell, Ine.: 
noyer, fashion director, 
Teller; 
of business law, 
School of 


Harvard Graduate 
Business Administration, 


Crawford Elder Promoted 
Crawford L. Elder, for the past 
ten years a member of the Chicago 


advertising staff of National Geo- 
graphic Magazine, has been ap- 
pointed Western advertising man- 
ager. Joseph C. Wahler has been 


named associate 
ing manager 


Western advertis- 


Sara Pen- | 
' 

Bonwit 

and Nathan Isaacs, professor | 


Gilmore Results 
Provide Copy for 
Advertising Drives 


Los Angeles, Jan. 23.—Future ad- 
vertising copy for automobile 
manufacturers as well as the Gil- 
more Oil Company has been released 
here in the form of the results of 
the 600-mile Gilmore Grand Can- 
run in which 23 stock sedans 
took part. Sweepstakes winners. 
on a ton mileage were a 
Lincoln custom sedan, Lincoln 
Zephyr and Studebaker Com- 
mander. 

The Gilmore Oil Company's cam- 
paign, based on the test run, will 
appear on outdoor boards on the 
Pacific Coast and in 120 newspapers 
in Oregon, Washington, Nevada. 
Utah and California. The art work 
for it will be by James Swinnerton, 
artist, originator of the “Canyon 
Kiddies,” which will be featured. 

Copy will refer to the superiority 
of Gilmore oil and gasoline which 


basis, 


was used exclusively by all cars. 

The Gilmore agency is Botsford. 

Constantine & Gardner's Los An- 

geles office. 

Joins Lester Harrison 
Marshall F. Bachenheimer, for- 

merly with H. W. Fairfax, New 


York, has been appointed vice- pres- 
— of Lester Harrison Associates, 
New York. 


NEW HAVEN BREAKS 
COVERAGE RECORD 


7 4 
7 4 
] 4 
7 ‘ 
] ‘ 
7 4 
! Probably no single daily newspaper 
‘ in America can duplicate the net paid ¢ 
» circulation coverage of The New 7 
») Haven Register. The year’s circula- 4 
» tion shows a net coverage of greater ¢ 
> New Haven population 219,000 of 4 
P 98.7% with a 32 suburban town cov- { 
P erage of 82%. The New Haven area § 
y known as “Kegister City” has been 
most productive in many Test Cam- P 
‘ paigns—owing to its diversified inter- ; 
» ests, that includes—a great industrial P 
» division, the home of Yale University r 
> and a prosperous suburban section. r 
, 
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Wii NA hot” car is speeding away, every sec- 


ond counts. 


The highway patrol must have re- 


liable information AT ONCE. 


“STOP TWO MEN 
IN GRAY FORD 
. '36 COUPE, | 
LICENSE 


In spot radio, too, 


ye 
fs WEASUAED BY INS 
_REUABILITY 


speed is olten essential—speed with accurac y. When you need data 


on any John Blair markets, we see that you get it right now—with 


accent on the RIGHT as well as the NOW. 


JOHN BLAIR & COMPANY 


National Representatives of Radio Stations 


CHICAGO 
520 N. Michigan Ave. 
SUPerior 8659 


NEW YORK 
341 Madison Avenue 
Murray Hill 9-60814 


DETROIT 
New Center Bldg. 
Madison 7889 


ST. LOUIS 
455 Paul Brown Bidg. 
Chestnut 4154 


LOS ANGELES 
Chamber of Comm. Bldg. 
Prospect 3584 


SAN FRANCISCO 
608 Russ Building 
Douglas 3188 
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Macy's Cuts Cost 
of Advertising 
with Check List 


Roll Your Own, Advice 
of Howard with Regard 
to Copy Controls 


Chicago, Jan. 23.—The principle 
underlying the checking list for 
copywriters was given a clean bill 


of health today as William H. How- 
ard, executive vice-president, R. H. 
Macy & Co., New 
York, inaugu- 
rated a_ three- 
day advertising 
course for the 
Chicago Feder- 
ated Advertising 
Club, in’ which 
eight other ad- 
vertising celebri- 
ties were to ap- 
pear. It seems 
that Macy’s, like 
many other ad- 
vertisers, has 
been doing some 
copy analysis to isolate the things 
that should be included in advertis- 
ing. While most advertising men 
know what these common denomi- 
nators are, they continue to produce 
advertising that doesn’t contain 
them, Mr. Howard pointed out. 
“As a result of this analysis, 
certain things have happened at 
Macy’s,” Mr. Howard reported. “The 
most important one is the factual 
demonstration that through the ap- 
plication of known selling tech- 
niques we have been able steadily to 


Wm. H. Howard 


MAILING 
LISTS 
All 


Classifications 


A 
COMPLETE 
DIRECT MAIL 
ADVERTISING SERVICE 


® Addressing 

® Folding 

® Enclosing 

® Stamping & Mailing 
® Printing 

® Multigraphing 

® Mimeographing 


Daily Capacity, 100,000 


Trade Circular Adv. Co. 


27 South Market Street 
Fra. 1182 Chicago, Ill. 


reduce the cost of advertising to 
sales. In other words, at no extra 
cost, we have been able to add vol- 
ume through the application of the 
common denominators we have es- 
tablished as essential to successful 
| advertising. 


No More Speculation 


“It offers one other highly inter- 
esting possibility. Today we can 
{contemplate the reduction of adver- 
tising budgets with a fairly exact 
knowledge that we can maintain a 
pater level of sales volume with a 
|minimum of gamble. Another by- 
product has been reduction of con- 
troversy as to whether an advertise- 
ment is good or bad. We have not 
eliminated this factor and never will. 
In fact, the obligation to challenge 
any advertisement is an important 
| part of our thinking. But we have 
the facts at hand with which to make 
a rational decision. 

“Our analysis has also given as- 
sistant controllers the ability to fore- 
cast from records the sales prob- 
abilities of a given item in terms of 
a given advertising cost. These rec- 
ords tell us that this item, if adver- 
tised at a cost of so many dollars, 
should produce so much volume, if 
the correct advertising techniques 
are used.” 

Mr. Howard said that Macy’s still 
makes mistakes, but not as many or 
as costly ones as formerly. And day 
after day, as the store of knowledge 
accumulates, the number and im- 
portance these mistakes are re- 
duced. 

The Macy executive failed to re- 
veal his check list because “You 
won't find my common denominators 
as useful as the ones you establish 
yourself.” But he urged his audi- 
ence to discard all preconceived 
ideas and launch a real study of ad- 
vertising and its results, promising 
that some surprises awaited it. 

“The answers are all in your 
ords, 


of 


rec- 
if you are willing to dig them 


out,” he asserted. 

The idea that any formula for 
writing advertising tends to stand- 
ardize copy was characterized as 
“pure nonsense” by Mr. Howard. In 
ifact, he indicated, much of the ad- 
vertising now turned out is much 


| less original than the writers believe. 
Furthermore, advertising’s failure to 
indulge in more down-to-earth an- 
alysis and consequently to know 
more about what should go into 
| white space has given many busi- 
ness men a very poor opinion of the 
| power of the printed or spoken word. 
| Advertising has covered up its ignor- 


ance by making changes for the 
sake of change, according to the 
speaker. 


Must Have the Facts 
“Business generally distrusts any 
profession which is eternally shift- 
ing its ground without having sat- 


isfied anyone of its underlying 
soundness of philosophy,” he said 
on this score. He added that ad- 
vertising is now witnessing the 


evolution of a hard-bitten point of 


» » » and that’s me! . 
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A Hard-Working Plug who 


will fly your sales messages into ‘“‘WSAI-Town” with 
its 285,260 Radio Homes. . 


Note my figure: I’m 


S built for, and emphasize better /istening, not just 


sending. That’s why I carry more pay-off programs. 
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REPRESENTED BY 
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view that demands that the adver- 
tising man know what he is talking 
about. The greatest progress of the 
near future will come from this 
self-imposed discipline, Mr. Howard 
believes. 

The Macy survey was made by a 
professor from New York Univer- 
sity, who with two assistants, re- 
quired eight months to complete 
his assignment. They checked a 
series of 250 advertisemefts, tallied 
their results, checked another 250 
and continued until the variables 
between series disappeared. More 
than 1,000 advertisements and their 
records of results were studied in 
this way. 


Why Ads Fail 


The first determination was that 
many advertisements failed for rea- 
sons outside the ads themselves— 
the merchandise was wrong, the 
time was inopportune, the weather 
was inclement. Many other adver- 
tisements, however, failed because 
of intrinsic defects in the copy. The 
students also found that different 
advertisements for the same or sim- 


ilar merchandise, published under 
like conditions produced unequal 
sales results. Two pieces of copy 


on handbags differed more than 400 
per cent in results. One said, “Of 
soft, lustrous suede, their faultless 
line and exquisite detail proclaim 
their distinguished Paris origin.” 
The other explained, “These hand- 
bags arrived last week on the Paris 

direct to you from a preeminent 
French hand bag house.” 

“The interesting thing,” said Mr. 
Howard, “was that the same copy- 
writer, talking to the same public 
about the merchandise, did 
certain things correctly some of the 
time but not all of the time. 


same 


Started with Results 
“Professor Edwards and his as- 
sistants established first, that the 


volume the advertisement 
produced could be the only concrete 
measure of its success or failure. So 
they worked backward from this re- 
sult, eliminating entirely the opin- 
ion factor as to what constituted a 
successful unsuccessful adver- 
tisement. 

“They then set up a_ standard 
whereby an advertisement would be 
considered successful when its cost, 
as a percentage of plus over normal 
was 15 per cent or less. And 
they assembled a list of more 
than 250 factors, each of which 
might contribute to the success or 
failure of an advertisement 

“In order to keep outside factors 
constant or comparable, Prof. Ed- 
wards compared advertisements for 
identical similar merchandise 
which were run at about the same 
price, at about the same time in 
the same media. When these out- 
side factors were identical or simi- 
lar, the advertisements themselves 
had an equal opportunity to sell. 
Thus any cause for unequal produc- 
tivity could be found within the ad- 
vertisements. 


sales 


or 


sales, 


last, 


Playing the Percentage 


“At the end of his study the pro- 
fessor concluded that while no 
single technique always succeeds 
and none always fails, the odds are 
invariably in favor of the use of 
certain techniques and against the 


use of others. He described the 
check list as a collection of sales- 
tested elements so dominantly im- 


portant that their inclusion in every 
advertisement should demanded 
or their omission permitted only by 
intention. 

“The list reveals nothing new 
an experienced advertising execu- 
tive, but it does take many adver- 
tising practices out of the realm of 
opinion and puts them in the realm 
of fact. Our study proved that cus- 
tomer benefits are an important sell- 
ing point. It proved that the more 
important selling facts abeut mer- 
chandise put into an advertisement, 
the better it pulled, in direct ratio 
to the number of facts. It proved 
that people will read and buy from 
copy—long copy—providing it gives 
them plenty of the facts they need 
to make a decision to buy. It proved 


be 


to 


that you should urge the custome! 
to act. Every good salesman has 
known that for his lifetime—but 


little adver- 


‘must’? 


isn’t it surprising how 
tising makes it a 


— 
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The rates for th!s department are as follows: 


“Help Wanted,” “Positions Wanted,” “Representatives Wanted,” and 
“Representatives Available,” 3@ cents a line, minimum charge $1. Terms 
cash with order. 

All other classifications (single insertion rates): % in., $2.75; 1 to 3 tn 
$4.75 per inch. 

—, 
POSITION WANTED HELP WANTED 
Publicity and news-feature writing | SALES PROMOTILON—W:, 
assignments professionally handled | young man, keen, ambitious 
by former Chicago newspaperman | flair for copy Must know 
now employed in advertising agency | popular music. Must know me: u 
on food accounts. Fortunate arrange- | of paper, printing, type, ete } 
ment with present company makes |) worked on a newspaper or d¢ p 
possible calling at any time conven- | licity—-that won't hurt. eith: Ey 
ient for you and also results in mod- | perience = on dealer house y 
erate charges for his services desired Probably man We 
Box 3250, ADVERTISING AGE, Chgo.| two or three years out of uw 
— now working in agency or at ar 
ART DIRECTOR facturer—or maybe he’s out « j 
Well rounded agency, manufacturing | Perfect opportunity for rig} 
and retail experience on national ac- | Send full details of backgrou wit 
counts Layouts and finishes. Knowl- | Samples Starting salary, $40 Ves 
edge photography and production. | Box 3255, ADVERTISING AGE yN 
W ell recommended, Midwest or south Young woman to assist moinager 
pref, small industrial advertising rt 
gOx $253, ADVERTISING AGE, Chgo.| ment. Trade space and diré ma 
Industrial Magazine Editor. Contrib- (NY¢ De Rough copy, production 
utor to 100 business papers of na- tails, little typing, bit of ever: thi; 
tional circulation. College graduate, | OMe advertising experience es: enti 
reals ge wraduate State ave religior +h - 
Best references Howard Barman, | ** : oe. woot YewwsOue ‘ar 
tox 515, Kast St. Louis, I | complete experience. 
, 3OX 3252, ADVERTISING AGE. WN, y 
COPYWRITER—2S. 3 yrs. agency on Fesitions Open in Chlenge Area 
consumer and industrial accounts AGENCY—new business de; . 
Heavy exp in building, financial 10 Sales and agency exp | oe le 
Have proven ability and am. still! COPYWRITER seasoned 
young enough to be molded into your > man, supervise copy &- 10,001 
organization Research, copy-layout, COPYWRITER major age eX 
production on newspapers, magazines, S6,000, 
direct) mail Could be useful to sena- ADV. DEPT Sales promotion mn" 
soned copyman or ass't. to adv. mgr.) ASS’'T ADV. MGR Foods, co} ar 
OX S251, ADVERTISING AGE. Chero production, $2,600 
«) “Re ») "prrre 
Radio playwright—35, alert, creative, ede * ig ue FILM WRITE! 
eontinulty and gag writer, audience , . «x YU Ppiriop 
participation serials copywriter ees : OPYWRITER aes 
as ons, 32,000 
production Also free-lance 
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Ad Debut of 
New Buick Models 
Set for Jan. 31 


Flint, Mich., Jan. 24.—Buick Mo- ing its performance’ under ¢! 
tor Division is augmenting its 1941 WINEhy VELFING COREENS of ene 
line by new models on_ shorter = 
wheelbase, and with shorter over- ll 
all length and newly styled bodies. Little Leaves Durstine 
They will be announced as an addi- _,.H. G. Little has resigned 
tion to the Series 40 Buick line Cincinnati manager of Roy S hong 
around Feb. 1. Newspaper copy will oe ee oo , ye ~ 

aa.’ we : : field of business outside of agen 
begin appearing Jan. 31, with inser- work, He will announce his plat 
tions released to a comprehensive in the near future. 
list on the following day. On that 
date The Saturday Evening Post 


will carry a spread announcing the 
new models, leading off the maga- 
zine advertising which will appear 
in the usual list employed by Buick. 
A consistent newspaper campaign, 
emphasizing the new models, will 
run throughout February, according ' 
to the agency, Arthur Kudner, Inc. 

More than 10,000 automobile deal- 
ers and members of their sales staffs 
throughout the United States yester- 
day attended simultaneous business 
in 26 key cities, called by 
General Sales Manager W. F. Huf- 
stader to acquaint them with details 
of the new models. The dealers in- 
spected a special display of the cars 
and, over a nation-wide telephone 
hook-up, heard from President Har- 
low H. Curtice and Mr. Hufstader 
factory plans for their production 
and sale as a part of the spring cam- 
paign of this GM division 


Plan 335.000 Cars 


sessions 


In their talks to the sales organi- 
zation, Buick officials reported that 
the general business and economic 
outlook is encouraging: that the na- 
tion is facing an expanded national 
income; that industrial activity is at 
a high rate and the trend upward. 
Against this background, the execu- 
tives said, the Buick organization on 
a national basis is operating at a 
rate for the 1941 model of 
approximately 335,000 cars. Plans 
for the spring campaign, including | 


season 


both new 
lined 
dealers viewed an engineering movi 
showing 

Buick car 


and used cars, 
by Mr. Hufstader 


the development 


were 
and 
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from the drawing boar 
to the finished product and depict- 


oul- 


the 


the 
ul 


THE HOTEL MONTH 


Vember ABC and A 
Published by JOHN WILLY, Inc. CHICAGO 


—— 
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917 NEW HOMES 
were built in Shreve- 
port during 1940! 
That’s $3,000,000 
worth of CONFI 
DENCE invested in 
the present and | 
ture of the great 
Shreveport market: 
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William Both, of | 
Syndicate Fame, 
Dies in Chicago 


Chicago, Jan. 22.—William C. 
goth, ice-president and chairman 
@ Mever-Both Company, not only 
the largest, but the first newspaper 
dvert ing syndicate formed in the 
iited States, died here yesterday 
ot the age of 60. Mr. Both was gen- 


erally regarded as one of the finest 


ommercial artists in the United 
crates and his interest in that phase 
of his work overshadowed that in 
on progress of the company he 
eaded. Many leading advertisers 
aid him handsomely to act in an 
4yisory capacity in the preparation 
' their campaigns. 

Mr. Both became a member and 
under of the Meyer-Both Com- 
any in 1900. He made the pictures 
nd his partner went out and sold 
hem. Not long after, the firm dis- 
covered that Mr. Both’s handiwork 


as mysteriously reappearing in 
newspapers Outside of Chicago, and 
sis fact not only caused the com- 
yany to enter the virgin syndicate 
eld, but to join Mark Twain and 


other celebrities in pressing for 
nassage of a copyright law which 
vould protect all creative work. 

Early in the century, Mr. Both 


developed a stipple technique which 
swept the country like wildfire. He 
also manifested deep interest in re- 
production processes and invented a 
new method of making matrices 
yielded far better results 
then on the market. 


which 
than any 


New Services Added 


Eventually, Meyer-Both Company 
enlarged its service to include both 
‘etailers and the newspapers serv- 
ng them. The company now serves 
97 per cent of the cities boasting 
daily newspapers on an exclusive 


franchise basis. Its service to retail- 
ers gave impetus to the idea of 
“item merchandising,” which in 


turn emphasized the need of a re- 
porting service to indicate the ad- 
vertised goods which were proving 
most attractive to the public. 
Meyer-Both again expanded to pro- 
vide this information, in the mean- 
time being forced to speed up its 


tempo tremendously in order to syn- 


chronize its syndicate output with 
retail and public demand for “hot” 
tems. 

Mr. Both viewed all of this activ- 
ty with a somewhat bored air. He 
vas more interested in good com- 
nercial art than in the financial as- 
pects of his own business. So 
marked was this attitude that busi- 
ess associates eventually quit ask- 
ng their chief out to lunch, permit- 
ting him to join other artists in the 


Artists and advertising layout 
men everywhere to investigate 
the Schmitt All-Purpose Drawing 
Table. It's a 3 in 1 table of high- 
est quality, yet in the low-price 

Payfield. See it at your dealers or 


| Baugh Heckel, Sr 


| Paint Industry Magazine, 
| yesterday. 


,of distinction, 


discussion of esoteric aspects of his 
favorite subject. In recent months, 
Mr. Both’s health showed a decided 
change for the worse, but he refused 
to take time out for doctors. 


E. ROSCOE PORCH 
Cleveland, Jan. 22. 
Porch, district manager 
tion Stove Company, 
summer home near 
He was 63 years. 


—E. Roscoe 
for Perfec- 
died at his 
here Jan. 19. 


JOHN T. CALKINS 

Rochester, N. Y., Jan. 22.—John 
T. Calkins, 52, secretary-treasurer 
and general manager of the Elmira 
Star Gazette, Inc., which publishes 
the three Gannett newspapers in 
Elmira, N. Y., died today in that 
city after an extended illness. 

Mr. Calkins, who was also general 
manager of WENY, started his ca- 
reer as an apprentice pressman and 
mail room clerk with the Advertiser 
while still in high school. After the 
World War, in which he served, he 
joined the AP in New York, but in 
1921 returned to the Elmira papers, 
where he had been since. 


CHARLES ROBERTSON 
Charleston, S. C., Jan. 20.— 


Charles Robertson, 73, former busi- 
ness manager of the Charleston 
News & Courier, died at a Charles- 


ton hospital Jan. 17 after a month’s 
illness. He retired in 1926 after be- 
ing with the newspaper 40 years 


ERNEST S. KLEMPNER 
Evanston, IIll., Jan. 20.—Ernest S. 
Klempner, 74, who made the orig- 
inal oil painting of the Morton Salt 
trademark, a little girl with an um- 
brella, died here Jan. 14. At the 
time he made the Morton drawing 
he was a commercial artist with the 
old Charles Daniel Frey studio. 
About two years ago he was pre- 
vailed upon to make a modernized 
version of the Morton trademark 
but he was faced with a dilemma 
because the daughter who posed for 
the original picture had long since 
grown to womanhood. Mr. Klemp- 
ner later became a portrait painter 
numbering several 
noted persons among his subjects. 


WALTER W. ABELL 

Baltimore, Jan. 20.—Walter W. 
Abell, 68, president of the A. S. 
Abell Company, publisher of the 
Baltimore Sun, from 1904 to 1909, 
when he retired, died here today 
after an illness of five years. His 
grandfather, Arunah_ S._ Abell, 
founded the Sun in 1837. His father, 
Edwin F. Abell, was president of 
the company for 10 years prior to 
his death in 1904. 


RALPH H. WHITMORE 

San Francisco, Jan. 20.—Ralph H. 
Whitmore, vice-president, General 
Foods Sales Company and in charge 
of Western sales for the past 17 
years, died at Stanford Hospital 
here Saturday. He joined General 
Foods in 1924. 


‘GEORGE B. HECKEL. SR. 


Philadelphia, Jan. 20.—George 
, 82, for 50 years 
publisher and editor of the 
died here 
He was advertising man- 
ager of the New Jersey Zinc Com- 
pany from 1907 to 1919, and was 
consultant, organizer and secretary 
of the Federal Paint and Varnish 
Clubs. He was the author of sev- 
eral books in the paint field, had 
translated several of the books of 
Alphonse Daudet and Emile Zola 
from the French and was a con- 
tributor to the Encyclopedia Britan- 
nica and to magazines. 


owner, 


RICHARD H. GILLESPIE 

Stamford, Conn., Jan. 21.—Rich- 
ard H. Gillespie, publisher of the 
112-year old Stamford Advocate, 
died here last week. He was 63 years 
old, and had been associated with 
the Advocate since 1895. He became 
general manager in 1911, upon his 
father’s death. 


HERBERT W. RICE 

Provid>*nce, R. I., Jan. 20.—Her- 
bert W. Rice, 72, since 1910 presi- 
dent and treasurer of the United 
States Gutta Percha Paint Company, 


died Jan. 17 at his home here. Mr. 
Rice entered the company’s employ 
more than 55 years ago when it was 
headed by his father, Joseph W. 
Rice. 


Chasers to Change Copy 

Chasers, maker of lozenges, has 
signed a stipulation with the Fed- 
eral Trade Commission that it will 
cease advertising its product “Chas- 
ers’”’ as the one effective tablet for 
bad breath. Statements that it will 
permanently overcome bad breath 
due to tobacco, onions, alcohol, or 
garlic are to be discontinued under 
the stipulation. The representation 
that its product will kill or effec- 
tively overcome or mask all types 
of unpleasant breath are no longer 
to be used. 


Granada Plans Drive 

Granada Wines, Inc., Boston, will 
launch an extensive newspaper ad- 
vertising campaign in key cities in 
Massachusetts, Maine and West Vir- 
ginia starting March, 1941. Malkiel 
Advertising Agency, Boston, is han- 
dling the account. Martin Kadis is 
account executive. 


Promotes Irish Poplin 
Burton Brothers & Co., New York, 
has resumed newspaper and maga- 
zine advertising of its Irish poplin 
through William Irving Hamilton, 
New York. “Quality unchanged in 
over 50 years” is the copy theme 


Swift to Give 
$1,025 for Name 
for New Sandwich 


Chicago, Jan. 23.—Swift & Co. 
gave members of the National Can- 
ners Association a preview of a con- 
sumer advertising contest during 
the NCA convention this week by 
offering $25 for a name for a sand- 
wich in which Prem is the chief 
ingredient. The company offered $25 
to the canner selecting the winning 
name. 

The same contest will 
sented to consumers in magazines 
starting Feb. 5, with the cash award 
being increased to $1,000. No label 
is required, but the housewife wish- 
ing to enter must secure an Official 
entry blank from her meat dealer. 


be pre- 


Question on Trademark 


The sandwich around which the 
contest revolves is made of French 
toast, jelly and Prem, the ensemble 
being heated to suit the taste. 
Whether or not the winning name 
could be trademarked by Swift, 
since it applies to a sandwich and 


not to any one ingredient, is a fine 
legal point which the advertiser 
does not intend to study. The pri- 
mary purpose of the contest is to 
get consumers to thinking about 


Prem and to sample it in the sug- 
gested surroundings. 


The contest, to last about six 
weeks, will be advertised in Good 
Housekeeping, Liberty, Life, The 


Saturday Evening Post and Wom- 
an's Home Companion through J. 
Walter Thompson Company. 


Owens-Illinois Ups Two 
Joseph F. Adams, who has been 
manager of oil and paint container 
sales for Owens-Illinois Can Com- 
pany, Toledo, has been promoted to 
manager of national accounts, and 
Charles E. McLaughlin, formerly of 
the advertising staff, has been ad- 
vanced to merchandising manager. 


Metal Goods to French 


Metal xoods Corporation, St. 
Louis, Mo., has appointed Oakleigh 
R. French & Associates of the same 
city to handle its advertising. 


EVENING COURSES IN MARKETING 


PRINCIPLES OF MARKETING 
SALES AND MARKET ANALYSIS 
SALES MANAGEMENT 
SALESMANSHIP 
ADVERTISING COPY WRITING 
RETAIL ADVERTISING 


Classes Start February 4 


Instructors are business executives. 


CENTRAL YMCA COLLEGE 


19 SOUTH LASALLE + CHICAGO + CERTRAL 6787 
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Management 


The Only 


THE TWENTY-FIFTH ANNIVERSARY 
NUMBER OF HOSPITAL MANAGEMENT 


§ February, 1941 


dad So 


y When a publicati 


to the advancement 


tion of its twent 


" 1 quarter of a century, 


r-fifth birthday 


in which its re shee 
And so the Twenty 
Hospital Management, 


Journal of Administration, 
They are leaders 
repre 
vnose executive 


by readers 

hospital activity, 
institutior 

readers of the maga: 
in 1916 


; readers for 


substantially 
the celebra 
r becomes an event 
participate with enthusiasm 


rved it 
contributing 
of a great field, 


mn has sé 


Fifth Anniversary Number of 


the News and Technical 
will be written largely 
in all divisions of 
the thousands ot 
have been regular 


; established 


senting 


zine since it wa 


The hospital field is expanding, and HOSPITAL 
MANAGEMENT is growing with it 


An increase 


of over 20 per cent in paid circulation and an in- 
crease of over 50 per cent in advertising during 


1940 are merely 


indic 


1tors of the fine recognition 


which the magazine is winning because of its edi 
torial leadership and exclusive news _ service 
which includes the only effective coverage of 


the vital and 
pital field from 
Lakes to the Gulf 


Every manuf 


hospitals of 


significant happenings 
Maine to California and the Great 


1cturer with 


Americ 


in the hos 


product which the 


1 can use should note that 


F. W. Dodge forecasts a 20 per cent increase in 
hospital truction in 1941. Including moderni 
zation activities, expenditu will be well over 
$100,000,000. Our id annual modernization 
survey located 3bt spit ils which will spend 
$20,000,¢ this year in improving their equip 
ment. The market 1ctive—tell hospital admin 
istrators what you have to offer tarting with 
the Twenty-Fifth Anniversary Number, closing 
February 5 


1BC- 


Atlanta 
Walton Bldg. 


Portland 
Terminal Sales Bldg. 


Hospital Management 


ABP Publication in the Field 


San Francisco 
Mills Bldg. 


Los Angeles 
Western Pacific Bldg. 
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January 27. 194) 


advertisers. 

“(B) It must keep all commissions 
(i. e., not rebate any) it receives 
from individual media owners, in 
order that competitive advertisers 
shall be treated alike and that such 
commissioners may be devoted to 
the service and development of ad- 
vertising, as the 
owners desire. 

“(C) 
personnel of demonstrated experi- 
ence and ability to serve general ad- 
| vertisers. 


PNPA Believes 
One-Rate Policy 
Not for Present 


Urges Radio's Sliding 
Scale Be Applied to 
Newspaper Accounts 


Harrisburg, Pa., Jan. 21.—Report- 


, ‘ ; . capacity to meet the obligations in- 
ing in conjunction with the annual 


curred to media owners.” 


convention of the Pennsylvania| Frederick R. Long, advertising 
Newspaper Publishers’ Association | manager of the Chester Times, was 
here Jan. 17-18, the national adver- | chairman of the committee. 

tising committee of the PNPA D 

viewed a one-rate policy for na- Discuss School Texts 

tional and local advertisers as“only| During convention sessions, the 
an ideal situation to work towards” | Pennsylvania publishers were ad- 


at present. 


“Radio advertising selling, both | vertising department of H. J. Heinz 
local and national,” the committee |Company, who after praising the 
declared, “has been greatly helped | harmonious relations between pub- 


by the sliding scale covering the 13, 
26 and 52 week periods. There is 
no reason why it cannot be used by 
newspapers in general advertising 
accounts; the general advertiser has 
no right to expect a rate comparable 
to the local rate unless he is a regu- 
lar advertiser.” 

Standardization of billing forms 
was recommended; a 90-day clause 


lisher and advertiser at present, 
launched into an attack on the “Un- 
American Movement” 
tion’s schools which permits the use 
of anti-advertising textbooks. “The 
movement for consumers’ educa- 
tion,” he declared, “has been seized 
upon in part by a small group of 
radicals in an endeavor to subvert 
our American form of government 


on year contracts to reserve the | and they have fastened particularly 
right to change rates due to the | on the teachings in the schools.” 


Textbooks used in public schools 
which attack advertising were also 
the subject of I. Z. Buckwalter, of 
Lancaster Newspapers, Inc., who 
pointed out that “An Introduction to 
Problems of American Culture,” by 
Prof. Harold Rugg, of Teachers Col- 
lege, Columbia University, a high 
school text book at one time used 
in more than 4,200 school systems, 
for advertising on the comic page,| is probably the most widely dis- 
the committee asserted, but sug- | tributed text which teaches that ad- 
gested a minimum of 13 insertions vertising is an economic waste. 
in the case of national schedules. In a statement of policy unani- 
Premium rates for top of column or | mously adopted by the convention, 
specific pages, if demanded by the |the publishers’ association reiterated 
advertiser, however, were condoned, | its “stand against laws and regulat- 

On agency recognition, the com-| tions which forbid or curb truthful 
mittee reported as follows: advertising. Laws for professional 

“It should help to advance news- | groups forbidding the advertisement 
paper advertising, we believe, if all | of the truth are frowned upon as an 
publishers would support the com-| unrestrained power to manipulate 
petent channels of advertising by| prices for their own profit and to 
setting up and maintaining effective | the detriment of the public.” 
agency recognition standards. It is 
generally held that the following are 
the basic requirements for recogni- | 
tion as an advertising agency: 


“rapidly changing national picture” 
was viewed as “wise”; and on stand- 
ardized R. O. P. color advertising 
the committee suggested that news- 
papers “should accept no less than 
quarter-page copy and _ preferably 
full-page.” 


Discuss Position Charges 


There should be no premium rate 


Person New President 


A resolution was adopted urging 
continuation of advertising of Penn- 


| 


trol by a medium owner, in order | into Pennsylvania has been highly 
with your 


profitable for the commonwealth in 
FR EE first Order 


increasing gasoline taxes and for 
business in general. The publishers 
also stated that Pennsylvania lags 
ae oe ee en ae Se ae behind several other states in this 
pth hegre " Comest, me advertising program. 
per gel. postpaid. For Friskets use S$ $ Spe- 
S cial Frisket Cement, $3.50 per gal 


John E. Person, publisher of the 
RUBBER CEMENT CO. 


Williamsport Sun and Gazette-Bul- 
1438 Wo Halsted St, CHICAGO, ILL 


| letin, was elected president of the 
| PNPA, succeeding C. M. Bomberger, 
of the Jeannette News-Dispatch. 
|Collins Herrick, Oswayo Valley 
Mail, Shinglehouse, was named 
vice-president, and Howard Rey- 
nolds, Quarryville Sun, was re- 
elected secretary-treasurer. William 
N. Hardy, Harrisburg, continues as 
manager of the organization 


Hills Bros. Coffee 
Plans Newspaper Drive 


Hills Bros. Coffee, Inc., San Fran- 
cisco, will use 400 newspapers from 
| the Pacific coast east through De- 
| troit in 1941 spring advertising be- 
ginning the last week in January. 
| Copy will stress the fact that the 
coffee can be used “as is” in any 
| kind of coffee-maker and that de- 
mands for “a second cup” will fol- 
| low use of the correct grind. Each 
| newspaper will carry an average of 
13 insertions, ranging up to 60 
inches. N. W. Ayer & Son, Philadel- 
| phia, is the agency. 


COLLINS 
MILLER & 
HUTCHINGS 


PHOTO-ENGRAVERS Feinberg Reopens Agency 

Charles K. Feinberg, who has 

IN CHICAGO | been an account executive with the 

A. L. Lewin Company, Newark, N. 

J., has left to reopen his own adver- 

tising service with offices at 46 Clin- 
ton Street, Newark. 


that it may give unbiased advice to | 


It should possess adequate | 


j 
| 


| 
| 


| 
| 


individual media 


“(D) It should have the financial | 


| dressed by J. O. Carson, of the ad- | 


in the na- | 


Albany, N. Y... wi 384, 
‘Atlanta, Ga, eis tiaue 805,084 
taltimore, Md. ........ 1,021,185 
Birmingham, Ala. 576,506 
Boston, Mass cas 1,119,513 
sgridgeport, Conn 503,720 
Buffalo, N. Y , 710,738 
| Camden, Ms aas Tore 187,427 
Cedar Rapids, la 233,282 
Charleston, W. Va..... 502,047 
“Mhicagzo, II. ; .. 1,434,103 
Cincinnati, © 798,212 
Cleveland, O 906,809 
Columbus, O 718,182 
Dallas, Tex veeees 1,091,658 
Davenport, la 101,484 
Davton, © 663,162 
Denver, Colo 
Des Moines, ta 
Detroit, Mich 
Kl Paso, Tex 
free; FM. cens 
Evansville, Ind. ....... 
Fall River, Mass.. 
|Flint, Mich. ......... 948,636, 
Fort Wayne, Ind.... SOF 
og A) ee eee , IT0,63 
Grard Rapids, Mich.... 454,804 
Greenvinse, &. Crrvcacees 279,255 
Houston, Tex. ....... 824,796 
Huntington, W. Va 332,67 
Indianapolis, Ind S20,988 
Jacksonville, Fla 31,578 
Jersey City, N. J 87,061 
Kansas City, Kan.. 145,208 
| Knoxville, Tenn. 162,796 
| Little Rock, Ark... 417,088 
Los Angeles, Cal.. 1,361,089 
Louisville, Ky. ...... 698,227 
|Lynn, Mass........ $21,148 
Manchester, N. H.. INS,S38 
Memphis, Tenn SSH 02 
i . ‘ Miami, Fla <a 2 
“(A) It must be a bona fide| sylvania s attractions for tourists by Milwaukee, Wis 
agency—that is, free from control | the commonwealth. It was pointed Minneapolis. Minn. .. 
by an advertiser in order that it may }out that during the last several | Moline-Rock Island, 11! 
not be prejudiced or restricted in its| years experience has proven that a ceca te i | 
service to all clients; free from con-| the expenditure to bring visitors | 0 iiaven, ‘Conn, 
New Orleans, La. 
New York, N. Y.. 
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Index of Retail Activity in 
82 Important Markets 


Based on total retail advertising volume in all newspapers 
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Akron, ©). 


Brooklyn, N z 


Norfolk, Va. 

Oakland, Cal S9O,577 
“Oklahoma City, Okla 14S 
Omaha, Neb VO, 4NT 
Peoria, Il T9088 
Philadelphia, Pa 1,465,827 
Phoenix, Ariz 384,328 
Pittsburgh, Pa LO ove 
Portland, Ore 625,772 
Reading, Pa 197,592 
Richmond, Va H19 054 
Rochester, N. Y.. 772,580 
Rockford, U1 ; 363,676 
Sacramento, Cal 124,116 
San Antonio Tex 350,864 
San Diero, Cal 734,314 
Seattle, Wash 7,284 
South Bend, Ind POU SG 
Spokane Wash MH2.250 
St Louis, Mo §8§3.960 
St. Paul, Minn TRLGRE 
Syracuse N y O1,158 
racoma, Wash 1068, 726 
Tampa, Fla PS,508 
Toronto, Ont Can S70,.714 
Trey N y ISS_006 
Tulsa kia 158.246 
Washington, Db. C 1,886,003 
Youngstown, ©) 4,760 


Total 


S43 977 
exan 
disx 


1 Chicago Herald & dis« 

Oklahoma News ontinued 
San Diego Sun suspended 
4 Atlanta Georgian and Sunday 


ontin 
Feb 


publication 
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Release Razor Blade Copy 


Pal Hollow Ground Razor Blades 
has released a newspaper campaign 
in Philadelphia through the Al Paul 
Lefton Company, Inc., its advertis- 
ing agency. The newspaper effort 
follows a sampling campaign during 
which over 600,000 blades were 
given away. Other cities will be 
added to the list as distribution is 
extended. 
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Whitlo Offers Course Conti Expands Prom »tion 
A new evening course in Public Following an_ increasé _ 
Relations in Business will be offered Conti Products Corporat Nev 


by the School of Commerce of Cen- 


York, has expanded th« 41 
tral YMCA College, Chicago, in the I 


vertising program for it 


spring semester starting Feb. 4. The Castile soap, complex ie” 
instructor will be Dr. Charles M.\ and shampoo granule a 
Whitlo, chairman of the department | beauty trade. Spot ra meer 
of marketing, formerly connected | zines and business pap eg 
with Gimbel Bros. and other New used through Bermingh: —r 


York department stores. man & Pierce, New Yo! 
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Horne Town’ 
Radio Vehicle 
for Independents 


500 Attend Audition 
as !ood Week Opens 


Chica to, Jan. 23.—The “Trade 
depen ent” campaign of two years 
so assumed a new guise here Sun- 
y as cinners, retail and wholesale 


jeers, and representatives of drug 
‘nd other organizations gathered in 
ye studios Of Station WGN for an 
ydition of a proposed “American 
Yome Town” program which may 
» carried by 173 stations of the 
\ytual Broadcasting System. The | 
dition was staged at the request 
‘*The Committee of Jan. 19.” Ef- | 
rts will be made to form a perma- 
ent committee, representing every 
etor in the independent distribu- | 
‘ve setup, at a meeting to be held 
‘omorr¢ Gerard M. Ungaro, at- 
orney, was chairman of the tempo- 
ry committee, while Mrs. R. M. | 
Kiefer, secretary of the National 
\ssociation of Retail Grocers, was 
secretary 

Following the audition, the 500 
members of the audience were 


sked to fill out cards bearing these 
juestions: 
eram? Do you think this program 
ill appeal to the public? Would 
uch a program benefit independent 
usiness? Please indicate whether 
vou are manufacturer, retailer, 
wholesaler, trade organization or 
miscellaneous.” 
Trade Is Divided 

While the nature of the responses 
was safeguarded, gossip around the 


week indicated that some members 


“Did you enjoy the pro- | 


NEW CONTENDER 


AND Now GENERAL FOODS FAMICY 
SEVEN DAY J 
COFFEE 


GEMERAL FOODS SALES Co. imc. 


© SEVEN DAY COFFEE © 


os £eof// oe 8 Ra Sa 


Bo agies wag ee = 


SE SURE TO ASK FOR IT BY NAME... SEVEN DAY COFFEE 


General Foods throws a new low-price 
coffee into the sales wars, presumably 
to hit a market which can't be reached 
by Maxwell House. This full page 
appeared in Erie, Pa. 


It is rejected on the ground that the 
newcomer would discharge most of 
the regular employes in favor of im- 
ported help and that many would 
be unable to obtain new positions. 
It is this phase of the program 
which caused some observers to be- 


come doubtful as to how soulless 
the chains could be painted with 
immunity. 


In the previous “Trade Indepen- 
dent” program, retailers in all fines 
were asked to subscribe 25 cents per 
month for advertising. The money 
was spent in the area in which it 


was raised. This method had the 
advantage of simplicity. Despite 
this fact, however, the campaign 


| never reached the expected propor- 


tions. The current plan is more am- 
bitious, though it is possible that the 
program can be aired in a few cities 


/as a starter, and others added as the 
numerous convention halls here this | 


of the trade felt that the emotional | 


ippeal to which radio lends itself so 
eadily might easily be overdone in 
this case. Proponents of the pro- 
gram, however, pointed out that 


editing could excise any objection- 


ble points injected into the scripts. 
“American Home Town” relates 
the adventures and hardships of a 
pioneer independent storekeeper in 
uilding a new city on the frontier 
nthe face of attacks by Indians and 
custs. After these obstacles to 


vilization have been wiped out and | 


the grocery store placed on a flour- 
hing basis, a chain moves into the 
ty with a flattering offer to buy. 


PRINTING 


\ITHORN service is 
omplete — Ad- Setting, 
ing and Printing. You 
can uce one or all as required, 


Y 


Engr 


but a! are here ready to serve 
you. | xperience proves that 
there s often a distinct advan- 
tage i having your typography 
done here you can get engrav- 
ngs oad press proofs in any 
qant: y. Phone Wabash 7820. 


” 


le. P 
Fait! orn Corporation 
404 Sh. man Street, Chicago, Illinois 
ACom, 


‘ te Day and Night Service for 
dver: 


rsand Advertising Agencies 


“eee 


-_ 


sinews of war become available. 
Small Business Extolled 
“Home Town” is described as “An 
inspiring story of the men and 
women who labored and sacrificed 
and strove that they might be a part 


of their town—and that their town, | 


in turn, might be a part of them— 
of men who dreamed and died that 
traditions of freedom and opportu- 
nity might pass on to their children 
and their children’s children .. .” 
Walter Huston is cast the 
“voice of home town,” the remain- 
der of the talent being headed by 
Bret Morrison and Barbara Luddy. 
Huston was not present at the audi- 
tion, but addressed the gathering 
from his home in Beverly Hills, Cal. 
Another telephone message, also 
heard over the studio loudspeaker, 


as 


|}came from Col. Robert R. McCor- 


mick, president of WGN and editor 


|and publisher of the Chicago Trib- 
|une, from Palm Beach, Fla. 


Motorcycles, Motorboats 


A three-wheeled motorcycle and 
a small motorboat are going to be 
made by the Crosley Radio Corpo- 
ration as a result of tests which 
have been going on for some time. 
The boat will be made by Crosley 
Marine, a partnership of Powel 
Crosley, Jr., and his son, Powel 
Crosley III, who developed the boat 

After tests the U. S. Army has 
suggested certain revisions in the 
motorcycle, which revisions are be- 
ing made. 


Release “Rough on Rats” 


The Estate of E. S. Wells, Jersey 
City, N. J., has just released an ad- 
vertising schedule for its product, 
“Rough on Rats,” to a list of wom- 
en’s and farm magazines through 
the Metropolitan Advertising Com- 
pany, New York. Harry D. Adair, 
president of the agency, directs the 
account. 


Install H. M. Feltis 

Hugh M. Feltis, commercial man- 
ager of KOMO-KJR, Seattle, has 
been installed as president of the 
Seattle Advertising and Sales Club. 


Pennzoil Opens 


First 12-Month 


Ad Campaign 


Cleveland, Jan. 22.—The Pennzoil 
Company will run a 12-month cam- 
paign this year for the first time, 
the first copy appearing in the Jan. 
27 Life. In order to establish the 
individuality of Pennzoil from 
numerous Penn oils, copy will con- 
tinue to employ the theme, “Sound 
Your Z,” as it has for the past two 
years. The three Pennzoil owls, 
which have been retained as com- 
mercial symbols, will be used in 
minor roles. 

Magazines on the Pennzoil sched- 


ule include American, Collier’s, 
Country Gentleman, Liberty, Life 
and The Saturday Evening Post, 


with half to full-page advertise- 
ments in two colors to be used. A 
national list of newspapers and 
state and regional farm publications 
will be used as well as direct mail. 
National copy will call attention to 
Pennzoil listings in classified tele- 
phone directories, referring to dis- 
tributors who will direct car own- 
ers to the nearest Pennzoil dealer. 

A direct mail tool which rotates 
the dealer’s customer filecards and 
automatically times as well as de- 
signates direct mail pieces to send 
is being offered means of 
simplifying direct mail campaigns. 
A sales portfolio also has been pre- 
pared for company and distributor 
salesmen, telling Pennzoil’s quality 
story and outlining eight merchan- 
dising plans for dealers. 

Fuller & Smith & Ross, Cleveland, 
is the agency 


as a 


5 Join Bruce-Richards 
Alexander Sandor, formerly head 
of his own studio and previously 
with White-Lowell Company, New 
York, has been appointed art direc- 
tor of Bruce, Richards Corporation, 
New York. Melvin Harris has joined 
the art staff. Frank E. Murphy, 
formerly with Esquire and Parents’ 
Magazine; Lawrence Gould, for- 
merly with Cramer-Tobias-Meyer, 
New York: and Joseph Malina, for- 
merly with Malina, Levy & Sypher, 
Washington, D. C., have been named 


account executives to market 
Standup Insert, new direct mail 
piece. 


Plans ‘41 Advertising 
for Gilbey’s and PM 

Following increased sales in 1940 
when consumer advertising was 
initiated, National Distillers Prod- 
ucts Corporation, New York, will 
expand its promotion budget for 
PM DeLuxe whisky this year. Two 
and four-color copy in national 
magazines will feature a gardenia, 
“the perfect flower for the perfect 
whisky.” 

National magazine advertising of 
Gilbey’s gin will feature oil paint- 
ings of international scenes, with 
the theme, “Gilbey’s, the Interna- 
tional Gin.” Newspapers will also 
be used. Lloyd, Chester & Dilling- 
ham, New York, is the agency. 


Dudley Parsons Elected 

Dudley L. Parsons, New York 
Trust Company, was elected presi- 
dent of the New York Financial Ad- 
vertisers, succeeding Joseph Bame, 
Commercial National Bank & Trust 
Company, at the annual meeting. 
Merrill Anderson, Merrill Anderson 
Company, was elected first vice- 
president; William T. Wilson, Amer- 
ican Bankers Association, second 
vice-president; James Rascover H, 
Albert Frank-Guenther Law, secre- 
tary; and Charles P. Seaman, Brook- 
lyn Savings Bank, treasurer 


Offers Ice Cream Bill 


A bill which would standardize 

frozen ice cream and frozen ice milk 
products and establishing labeling of 
packages sold by manufacturers has 
been passed by the Iowa house of 
representatives and sent to the state 
senate. The measure is intended to 
| clarify the definition of imitation ice 
cream and ice milk and does not 
seek to eliminate any person or per- 
sons using mechanical freezers. 


Goodrich Names Ryan 


G. K. Ryan has been named man- 
ager of latex elastic yarn, cut and 
latex thread sales of the B. F. Good- 
rich Company, Akron. He succeeds 
Richard T. Griffiths, who has re- 
tired and been placed on the com- 
pany’s pension payroll 


Brazil Returns 
fo Air as U. S. 
News Sponsor 


New York, Jan. 22.—An impor- 
tant step in the program to develop 
Pan-American good will was seen 
here this week in the return to the 
air of the government of Brazil as 
sponsor of Drew Pearson and Robert 
S. Allen in “The Facts in the News,” 
over an expanded network of 45 
stations. The program was origin- 
ally heard over eight stations when 
Brazil sponsored the commentators 


last year from October through De- 
cember. Aired Sunday, from 7:30 
to 7:45 p. m., over the Blue net- 


work of the National Broadcasting 
Company, the program follows the 
Pearson and Allen syndicated col- 
umn, with the addition of news on 
Brazilian affairs. Campbell-Ewald 
Company is the agency. 


Babbitt Expands 


B. T. Babbitt, Inc., has renewed 
“David Harum,” effective Feb. 17, 


Best Book Copy 
Given Awards at 
Publishers’ Lunch 


New York, Jan. 23.—The adver- 
tising campaign for “AP: The Story 
of News,” by Oliver Gramling, pub- 
lished by Farrar & Rinehart, was de- 
clared the best for a single book 
during the fall of 1940 in the com- 
petition of The Publishers’ Weekly 
and the Publishers Adclub. The 
campaign was prepared by Sumner 
Putnam, advertising manager, and 
Spier & Sussman, advertising 
agency. 

Second award went to Burke Wil- 
kinson, advertising manager, Little, 
Brown & Co., Boston, and Denhard, 
Pfeiffer & Wells, the agency, for 
“The Family,” by Nina Fedorova. 

Third award resulted in a tie. 
Jack Goodman, advertising man- 
ager, Simon & Schuster, and Schwab 
& Beatty, the agency, for “Pat the 
Bunny,” by Dorothy Kunhardt; and 
Samuel Rapport, advertising man- 
ager, Harper & Brothers, and Den- 
hard, Pfeiffer & Wells, for “Quietly 


| My Captain Waits,” by Evelyn Ea- 


and added seven stations to the net- | 


work, making a total hookup of 50. 
In behalf of Bab-O, the program is 
aired Monday through Friday from 
11:45 to 12 noon over the NBC Red 
network through Maxon. 


Bisodol Adds Five 


Bisodol Company has added the | 
Michigan Net- | 


five stations of the 
work, making a total of 55, to the 
hookup for “Mr. Keen, Tracer of 
Lost Persons,” effective Feb. 28. The 
series is broadcast Tuesday, Wednes- 
day and Thursday from 7:15 to 
7:30 p. m. over the NBC Blue net- 
work. Blackett - Sample - Hummert 
is the agency. 
Phillips in Canada 

Charles H. Phillips Chemical 
Company has added the 31 stations 
of the Canadian Broadcasting Cor- 
poration to the NBC Red network of 
61 stations for “Waltz Time,” aired 
Friday from 9 to 9:30 p.m. Bayer 
Company will make the same addi- 
tion Feb. 2 for “American Album of 
Familiar Music,” heard Sunday from 


_9:30 to 10 p. m. over 69 stations of 


the Red network. Blackett-Sample- 
Hummert directs the accounts. 


Prince Albert Enlarges 


R. J. Reynolds Tobacco Company 
has added five stations for “The 
Grand Ole’ Opry,” heard in behalf 
of Prince Albert tobacco Saturday 
from 10:30 to 11 p. m., giving it a 
total of 43 stations of the NBC Red 
network. William Esty & Co. is the 
agency. 


Two More for Carnation 


On the same network, Carnation 
Company has added two, making a 
total of 58, for “Carnation Con- 
tented Program,” heard Monday 
from 10 to 10:30 p.m. Erwin, Wa- 
sey & Co. is the agency. 


Soil-Off Sponsors News 


Soil-Off Mfg. Company, Glen- 
dale, Cal., maker of a_ cleaning 
compound for walls, floors, etc., has 


bought a twice weekly news period 
over stations of the Columbia Pa- 
cific Network, starting Feb. 4. Bob 
Garred, CBS newscaster, will handle 
the program Thursdays and Satur- 
day over KNX, Los Angeles; 
KARM, Fresno; KSFO, San Fran- 
cisco; KROY, Sacramento; KOIN, 
Portland: KIRO, Seattle, and KVI, 
Tacoma. The contract, placed by 
Hillman-Shane Advertising, Los 
Angeles, runs 52 weeks 


Nick Amos Promoted 


Nick Amos, Jr., has been pro- 
moted to the post of manager of the 
St. Louis office of The American 
Weekly, from the advertising staff 
of The American Weekly’s Boston 
office. Prior to joining The Ameri- 
can Weekly he was national adver- 
tising manager of the Omaha Bee- 
News. 


Hotel Bradford ‘Appoints 


The Hotel Bradford, Boston, has | 


appointed Malkiel Advertising 


Agency, Boston, to handle the ad- 
vertising of its Circus Room. 


ton, took joint honors. 
The awards were presented today 


j at a luncheon of the Publishers Ad- 


club 


Ayer Resigns Account 
N. W. Ayer & Son, Philadelphia, 


| has resigned the account of Golden 


State Company, San Francisco. 


Lyons Names Korn 


Lyons Finance’ Service, Ine., 
Philadelphia, has appointed J. M 
Korn & Co., Philadelphia, to handle 
its account 


To reach the second largest Polish mar- 
ket in the United States—the Western 
New York area—consult 


POLISH BROADCASTING BUREAU 
754 Fillmore Ave., Buffalo, N. Y. 


los, I Mikolajezak Mee-ko-why-chalk 


(Pronounce 
Direetor 


POLISH VARIETIES PROGRAMS—Station WHLD 


In Cleveland 
HOTEL HOLLENDEN 
In Colma 
THE NEIL HOUSE 


In Ahron 
THE MAYFLOWER 


In Lancaster, O. 
HOTEL LANCASTER ~ 


In Corning, N.Y. 
BARON STEUBEN HOTEL 


THE MOTELS THAT CHECK WITH EVERY TRAVEL STANDARD 
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ADVERTISING AGE 


THE TIME 
Morning, Noon and Night 


THE PLACE 
Over the Blue Network of NBC 


THE COST 


The lowest of any national advertising 


THE PROOF 
Our ever-increasing list of contented 
clients 


& How to woo a woman 
vy WHEN HER HUSBAND IS AWAY 
....and after he returns, 


GS 
KJales Thru the Air with the 


Greatest of Ease” is more than just an ad- 


NBC, It’s a proven tact. And we have 47 


sa 


oe 


vertising slogan tor the Blue Network ot 


clients right now (they’re increasing every 
month) who keep proving it for us. 

When it comes to pleasing women, there’s 
a bit of the Casanova in us. And we wouldn't 
have it otherwise — not with women con- 
trolling some 80% to go% of all purchases 
made —either doing the outright buying or 
choosing the product for the family. 

So, when the ever-loving husband is away 
we entertain the wives with an especially 


suitable menu of daytime programs. And, 


judging by the repeated renewals of our day- 


time clients (who find this advertising as 
economical as it Is effective) we're doing 
pretty well at the job. 

But when evening falls and friend hus- 


band returns, we're the living proof that 


NATIONAL BROADCASTING COMPANY 


A Radio Corporation of America Service 


January 27, 194) 
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as well! 


three can be good company. In fact, of the 


25 new accounts bolting to the Blue in the 


° ° ‘ M 

last six months, 15 have bought time in ry 
" cel 

the evening. Co 
Mr. 

Such popularity—with advertisers— must “ 

; ~ 

be deserved. One important reason for it is Uni 


that the Blue’s coverage is concentrated in 
the Money Markets where the heaviest buy- 


ing power is wielded. Another is the famous 


Blue Network Discount Plan which allows 
your network to expand with your budget, 
provides national coverage at the lowest cost 
of avy medium. 

So, if you have a product with which 
you'd like to court the woman of the house- 
hold, put it on the Blue Network and let 


us do the wooing. 
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PHOTOGRAPHIC REVIEW OF THE WEE 


AGRICULTURISTS HONOR HARVESTER MAN FOR NUT-MEATS SHE CERTAINLY IS HAPPY ABOUT IT ALL 


a 
ne 


More than 50 farm paper representatives and publishers turned out for a —— 


at the University Club, Chicago, Jan. 20 to pay tribute to Maurice Swan, This gadget developed by Federal Tool 
celebrating the 40th anniversary of his service with International Falco Corporation, Chicago, acts as a con- 
Company, where he is space buyer. The assemblage bestowed suitable gifts on tainer, chopper and dispenser. Remov- 
Mr. Swan. At the speakers’ table, left to right, J. C. Billingslea, who has been ing the cover, inverting the jar and turn- 
selling farm paper space for 43 years; Mr. Swan; P. H. Dempers, Rural New ing the handle turns it into a handy 
Yorker, and Lloyd (Doc) Burlingham, National Dairy Show, toastmaster. The dispenser. At other times, the tight 
University Club is situated on the site of McCormick Harvesting Machine Com- cover makes it an excellent container 
pany's old headquarters, where Mr. Swan saw his first service. for nuts. 


HOW GRADE LABELS CONFORM TO COUNCIL SUGGESTIONS 
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x 
COUNTRY CLUB COUNTRY GENTLEMAN CORN z= 
CREAM STYLE a = 
§ = y re . . e 
' = Kabo Corset Company will use this happy young lady in a consumer advertising 
pone ‘ campaign for “Self Control’ garments which will break in the March issue of 
evans Coan puseeNe : Vogue. Gourfain-Cobb Advertising Agency is in charge. 
haat maa . eo : eran E a : [ KROGER _ 3 
| ob eonen hones fon COUNTRY CLUB QUALITY i SQUIBB EXECUTIVES TALK OVER RADIO SHOW 
ae] Cochin oquedioets bo to ad Ayn: eae AT Func) Y CENT IAN ( YON Cream Z 
¥2 ; dish Babe ie le ate <n 1388 t ‘ 4 r4 won’. . a * _ j White os af t. ‘ Lt bead ivi ’ u UI RN Miyle x 
ke ar | a @ DISTRISUTED BY THE KROGER GROCERY & BAKING e 
L = y . : 
\ >.* a % wae Kroger Grocery & Baking oo z 
: - GEMEB AY FrICE +A ; 
ry 
: Fy 


In this Hollywood radio huddle, concerned with Squibb's "Golden Treasury of 

Song,” are W. L. Arscott, Squibb Pacific Coast sales manager; Donald Thorn- 

burgh, CBS vice-president; Lowell P. Weicker, Squibb president: and C. M, 
Van Kirk, assistant vice-president in charge of marketing. 


VINE RIPENED iy 


(A NP) Yowmadloes ( (Iu3e) eg ha ee BREWERS SHIFT EMPHASIS IN ADVERTISING 
WITH ADDED STRAINED TOMATOES oe. + Tit — - 
THE GREAT ATLANTIC & PACIFIC TEA CO., NEW YORK, N.Y, DISTRIBUTORS : os,” ee yen 
— 
Tinteteise 
is Sue 


CONTENTS 118.4072 


WHOLE KERNEL DISTRIBUTORS 

GOLDEN SWEET CORN NATIONAL FOOD 
PRODUCTS CORPORATION 
8 TON, MASS 
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In a world of strife, 
there's peace in beer 


ar eee ee 
‘a Lm ie 3 


wtwrorts «FY 


mile g: en te ening fotos: hen pas mt apennion 6 > s 
€ ’ werk ire « L. ot weed Reemers ’ 
haa Foundation, twee | hoe om, ~te te tll 


Tete la els indicate how the National Consumer-Retailer Council is cooperating with the National Association of Food 


ame, @ member of the Council, in the use of “approved” labels on corn, tomatoes, peas, and A and B grade peaches Shifting emphasis in its magazine copy from the brewing industry's contributions 

"9 @ one-year test period. The Kroger and A & P labels at the top carry a notation at the side that they are pre- to the nation, United Brewers Industrial Foundation has turned to promoting beer 

“nary, while the National Food Products and the Grand Union labels carry the notation: “This is the type of label sug- as a means for a man to “replenish the wells of his courage . . . to repair the 
gested by the National Consumer-Retailer Council, Inc." (Story on Page 2.) walls of his faith.’ Newell-Emmett Company has the account. 
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They Come To See Him |. §°: 


On the fifth floor of the Times Building js q ith 
handsome auditorium where, each week. Mr. day: 


t) ie 
_ 
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S Times pays court to his feminine aud) nee 

‘ at a two-hour cooking school. Once — ach o 

= year a gala four-session event is held in the J ; 

} is F 

x city’s largest meeting place. Each year, 1 \ore “ 

t ¢ - ‘ aut 

than 50,000 come to listen and learn. Pot,’ 
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Most Important ... They wi 


Answer H LS Ads! How come this pop I sist, 
ularity? Simple! Everything new in the world ¥ story. 
of women gets attention from Times editors. 
Features and facts that appeal to women show 7 
up first in The Times. Little wonder that 77 & Smitt 
per cent of all Los Angeles “Women’s Wear Anc 
ve es - - , wonds 
| Advertising”* appears in this newspaper. And & vusin 
hecause women in fluence most retail sales, that 


spells success for all Times advertising ! 
Fifty-nine years old and more than ever, 


Southern California’s premier Romeo! Mr. 


= L. A. Times does have a way with women! 


% They Call Him Up .. + Each year 


more than half a million Southland ladies 


telephone to get advice on all manner of 


things... personal, domestic, culinary. 


Ten girls answer these feminine calls which 


come in at the rate of four a minute, all 


/ 
day long, five days a week. ~~ 


U . : ! 
Man's Man, too... With men folk 
, » ac > P ’ P \] ns 
Mr. Times is equally popular. \i« —" 
Clothing linage figures show The | ime Jf * ki 
ie) < ; mpa 
well ahead of all other local newsp: er: 3 | 
ange 


: ‘ So whether you're selling perfume or pipe J mon 
; 8 I I 
] hey Write Him... In the matter of 


your best bet in Los Angeles ts. . 


hillets-doux, he shames Casanova. His mail, le 
“1 a 
while seldom perfumed, is indeed practical. *Media Records, South, 


It asks for recipes, patterns, and poses such 


. r4 . 
questions as, “What cleanser is best for re LOS ANGELE) 


moving grease?” or “What kind of season- 


ing do you suggest for regal roast?” The r a 
kind of questions that advertisers delight to Me 
have answered. His annual mailbag adds up 


ae Represented by Williams, Lawrence & ‘e5™ 
to more than half a million letters. New York + Chicago « Detroit + San Fr saci8 
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